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Introduction

To adequately plan for the long teffiscal health andustainabilityof the City of Snoqualmie

the City needso plan for and assure there will be sufficient land supply designated and zoned
for highest and besetail uses Of particular concetrnis keeping an adequate mix of uses and
services so that residentsliving on Snoqualmie Ridge, stay and shdpe development of
Snoqualmie Ridge was planned to have a strong overall pedestrian focus, with pleasant streets,
walk-about neighborhoods, parks and trails connected to the sidewalknsystomes with
porches facing the street, and a centrally located, compact center where businesses were oriented
to and lining the streetsAlong with the pedestrian focus was the vision of maintaining the small
town sense of place, with smaller, indepemidstores, rather than the typical anywh&neerica
suburban shopping center, with or without big box stores. The neighborhood center retail area in
particular was envisioned as a place where people would shop for everyday needs, grab a cup of
coffee, lnch or dine, get their hair done, take in a movie, visit a library, meet up with friends, or
just enjoy being in an active, animated place. The goal was to create a concentrated, pedestrians
oriented retail area that focusemh the publicuse (as opposedo a parking lot), in close
proximity to the new Snoqualmie Ridgepulation.

The plan for Snoqualmie Ridge has been very successful. It is the fastest growing, and number
1-selling planned community in the State of Washington. Bauidof Snoqualmie ige has
occurred more rapidly than planned.

Previous research was performed in 2001, 2003, and 2006. These prior projects were conducted
to gain a better understanding of the retail need based on what was supportable with the growing
population. Thisasearch focused not only on the retail growth on Snoqualmie Ridge, but also in
other sections such as Kimball Creek Village. Much of the studies focused on the household
growth within Snoqualmie Ridge | and Snoqualmie Ridge Il, as well as the growtim withi

greater UGA. Specifically, these projects focused on the amount of square footage that was
needed to support the community, as well as analyzed the demand for an anchor grocery store
and a larger drug store.

Hebert Research was asked by the Git$noqualmie, the current merchants in the Ridge Retall
Center, and the Ridge Retail Center developer, to expand on this research to understand what the
retail needs are in the community. The primary concern is to understand the retail mix needed to
support the growing population, meet the demand and capture current leakage, and identify retail
that will enhance both the growing community and the current retail.

T
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Research Goal and Objectives

The goal ottheresearctwasto identify the types ofatail and nosretail services that are needed

to support the plannegrowth of Snoqualmie Ridge as well as complement the current merchant
mix that is in the community. This research examiipast research, the current and forecasted
characteristics of Siualmie Ridge, and the perceptions of buyers within the community as well
asthe possibility of defining and creatinigstinatiorretail.

Identify economic and demographaharacteristics othe region including the City of
Snoqualmie and surroundingeas such as, but not limited to, Snoqualmie, North Bend,
Fall City, and Issaquabh.

. Examine current types of retail available on Snoqualmie Ridge, as well as those that
residents purchase elsewhere, and what drives residents to purchase at one location or
another.

Identify the trade area available for additional retail space.

. Examine current tenant space limitations/requirements as defined in the master plan,
approved by King County.

Identify specific types of merchants that are needed to complimenattettenant mix
and expand the retail revenue.

Identify methods to attract and manage a desirable mix ofrmesghants thatvould be
permitted to enter the market.

. Determine thedemand forecast by merchant type in Snoqualmie Ridge and define the
targetmarket of shoppers

Identify types of retail and services that are have the potential of becoming destination
businesses guided by other regional destination shopping locations

. Determine the importance gfeater retail and services accessibility te success and
further growth of the Snoqualmie Ridge community

10.Review past research and development plans and the application to further research in

this project.

T
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Snoqualmie Ridgé Community Information
- .

Snoqualmie Ridge is located along Snoquealfarkway in the City of Snoqualmie, which is
located in the Snoqualmie Valley. This communitgasthof Interstate90 east of Seattle.

Dependent on traffic conditions, the following travel time from Snoqualmie Ridge is as follows:
A Issaquali 10 minutes

Bellevuei 20 minutes

A Microsofti 25 minutes

A Seattlei 30 minutes

A Snoqualmie Pags30 minutes

A

(S

> >

Tacomai 45 minutes
ource: Snoqualmie Ridge Website)

The green arrow on the following map indicates the general location of the Snoqualmie Ridge
region of he City of Snoqualmie.
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The Community

The master planned community of Snoqualmie Ridge allows homeowners to enjoy the natural
beauty of more than 1,343 acres of the Upper Snoqualmie Valley. Over 40 percent of the
community has been set aside asrmoppace. This area includes padgssl over20 miles of

trails, preserved wetlands, and a Jack Nicklaus Signature TPC Private Golf Course.

T
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Residential Units
The community consists of a mixed development of homes, townhomes, condominiums, and
apartments.Included in this fastest growing community in Washington are the following types
of homes:
A Echo Ridge Apartments
A Ridgestone Townhomes
- Homes from 1,300 to 1,800 square feet
- Starting at the high $3006s
A Quadrant Homes
- Homes from 1,636 to 3,100 square feet
- Starting at the |l ow $4006s
A The Heights
- Homes from 3,100 to 3,999 square feet
- Singlefamily homes
- Starting at $670,000

Environmental Stewardship

The Snoqualmie Ridge master planned community has an emphasis on green living through its
preservation of naturavetlands and wooded areas, as well as sustainable development practices.
The community supports and encourages activities like biking and walking to lessen the impact
of singleoccupancy vehicles. Parks and the golf course are irrigated with reclaiated or
untreated raw well water, decreasing the demand on the potable water supply. The landscaping
of the area also utilizes native plants and existing vegetation that require less supplemental water.
Finally, the use and application of recycled materis used during the construction of facilities.

All of these and other environmental practices help the current community, the arg¢artong

and set a standard for future developments. (Source: Snoqualmie Ridge Website)

T
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Past Snoqualmie Ridge Reseh
-

Background Research and Current State of Snoqualmie Ridge

Since 2001 three separate stages of research have occurred. The research completed in 2001 and
2003 was conducted by one firm, and in 2006 a different firm was retained. These pritisproje

were conducted to achieve the following:

2001

Provide retail market analysis and a retail development plan for the city and its Urban
Growth Area (UGA). The purpose of the analysis was to determine how much retalil
growth the market would support,hen and where, based on the projected new
population and jobs demand for the retail growth as well as retail development trends.
This study found that approximately 40% of local consumer purchases were associated
with retail businesses that typically reculess than 7,500 square feet of retail space,
with the remaining 60% of sales associated with-retail servicerelated business
activities and larger stores. The 60% consisted of retail uses that require more than 7,500
square feet, noretail servie uses, and autriented retail that was considered to not fit
well with neighborhood and historic commercial districts.

2003
Further research was conducted to plan for an adequate supply oefocaedd
commer ci al | and t-term neel®e tThistobcerredbiedaus® mojedtians g

for population and household growth for Snoqualmie Ridge at -buildwould be
increased as an additional phase Il of Snoqualmie Ridge development. The updated retail
demand analysis concluded that the revised pyinmaarket area buildut would be

5,888 (1,826 household increase over previous research), which could support an
additional 151,670 square feet of retail and selected service building space. With this
additional space the total household and visitor deimaotential of net added local
community and visiteoriented commercial space was listed at over 591,700.

2006- Retail

This research looked at current and projected population and employment growth, along
with income growth, and compared the retaipgy and demand balance for the
Snoqualmie Ridge Neighborhood Center to determine how much additional retail acreage
would be needed in this area. This study did not include visitor spending. Based on this
demand analysis the research concluded thattivitbouildout of the three blocks in the
Snoqualmie Ridge neighborhood retail center and the addition of approximately 20,000
square feet in Kimball Creek Village, the amount of retail space available would
accommodate growth through 2010. The retailggites pre2006 were attributed to the

lack of an anchor grocery store, and the potential retail sales in the neighborhood is
estimated to more than double with the bwild of the UGA. The demand will balance
supply until about 2010, when there will laeneed for an additional 60,030,000
square feet of retail space. The drug and variety store demand of 2005 will also increase
from 12,000 to 27,000 square feet. The location of the Snoqualmie Ridge Il parcel makes
it marginal for future retail developent, and the neighborhood would be stronger if all

T
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its smaller retail shops, restaurants, and services could benefits from being in walking

distance from the grocery store and possible future drug store. Finally, a large percentage
of retail space in theeighborhood center leased by fretail tenants dilutes the strength

of the retail center. It was recommended that over time these services should be
relocated.

200671 Research for Economic Development Study
In late spring of 2006 a firm was contragtto collect demographic information for the
City of Snoqualmie. Data was received from 308 households and 540 workers. Of this
total sample 78.2% of the households were part of the Ridge and 79.6% of the workers
were from the Ridge. This research fduhe following information:
A 80.3% of Snoqualmie respondents have lived in the area for 5 years or less
Over half (55.9%) of the respondents have an annual household income greater than
$100,000
68.3% of respondents are employed-futie, 8.7% are emplogeparttime, and the
remaining are either retired or not employed
59.6% of respondents have bachelors degree or higher in terms of education level
82.8% of the respondents are between the ages of 20 and 49.
Respondents believe that there is a great naeadiditions in Snoqualmie. Some of
these include:

0 More restaurants (24.8%)

0 More retail stores (19.7%)

0 More local jobs (16.7%)
Source:Survey Results for Snoqualmie Economic Development Study, 2006

> > D>

2007

Construction of Phase Il of Snoqualmie Ridge hesnbcontinuing in 2007. Preliminary

pl ats were approved for over 70% of the pl
is approaching 9,000triple the population in 2000. The population is expected to reach

over 12,000 within the next3 years, ad close to 16,000 with projected buddt of the

urban growth area, sometime before 2022. As determined by the 2006 research, there
will be a need for additional retail space to support residential and employment growth as
well as meet the demand fotai and norretail shops and services.

The addition of retail zones in the business park is explained by the following:

All available space within the neighborhood center retail area is currently occupied or
leased.

The previous market analysis conclddiat an additional-8 acres of retail land
would be needed by 2010.

There are limited viable locations for expansion of the neighborhood center retail
area.

The Business Park is currently being marketed only for office and light industrial
uses, as reaued by the Snoqualmie Ridge Development Standards.

>

> > >
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Snoqualmie Ridge Retail and NeRetail Services

The retail and nometail serviceghat are to be addedill compliment the current mix that is
available on Snoqualmie Ridge. The following issh of existingretail and nosretail services
on Snoqualmie Ridge. These are merchamtthe Center Blvd regiothat are currently in
operation or will be opening in late 2007 or early 2008.

Services

A Andr esod
Angel Nails
Bliss Day Spa
Cascade Dance Academy

Chiropractic Care at the Ridge

DMW Matrtial Arts

Great Clips

KeyBank

Kirby Nelson Orthodontics

Kumon Learning Center

Peaks Sports & Spine Physical Therapy
A ReMax Integrity

A Renaissance Salon & Spa at the Ridge

Dry Cleani

> D D D D D

Restaurants

A Anabés Mexican Rest
A Emerald City Smoothig

A Georgiobs Subs

A Himitsu Teriyaki

A Mi kedbs Cascade Gr i
A Mix It Up! (Ice Cream)

A Ni ck 6 n(TakeiOutlPigzads

A Sebastianids Italli

A Starbucks Coffee

Retail Shops & Grocery

A HeadOver Heels (Shoe Stor&)

A Hip 2-B Square Scrapbooking

A Peanut Butter &
A Snoqualmie Ridge Music Center *

Li

D> DD DD DD D D

T o I I I B B D

T > > D>

Secret Sun Tanning Salon

Snoqualmie Cleaners

Snoqualmie Ridge Athletic Club

Snoqualmie Ridge Early Learning Cente

Snoqualmie Ridge Family Dental

Snoqualmie Ridge Medical Center

Snoqualmie Ridge Veterinary

Snoqualmie Valley Eye Care

Snoqual mie Vall

Snoqualmie Vilhge Pharmacy
(located inside Village Foods IGA)

State Farm Insurance *

The UPS Store

ey

Taco Del Mar

Talay Thai

The Pickle Lady & More

The Noble Dragon

Uncl e Sibs Pizza
Zoka Coffee Roasters & Tea Co.
Finaghtydos I rish P
The International Deli *

The Artisan Table
The Pet Factor
Village Foods IGA

Zeebi 6s Toy Store

Note: This list was provided to Hebert Research byllegeloper of the Retail Center
* Indicates stores will open in late 2007 or early 2008

HEBERT RESEARCH, INC. (425) e&37
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On September 7, 2007, 18 individuals who represented 15s#3n@qualmie Ridge merchants

and the City of Snoqualmie met with Hebert Research to discuss thetaetehmix. Both

parties, merchant representatives and City representatives, expressed a need for specific types of
retail and norretail services that will compliment the current retail and add value to overall
Snoqualmie Ridge economy. Some of thalitohal retail and nometail services needed
according to those present included:

Auto detailing Sporting Goods Store Indoor sports facility

Auto service oil and lube Bike Store Boutique hotel

Family Entertainment Snowmobile/Motorcycle Stor¢ Primary grocery store
Outdoor Recreation Hardware Store Electronics store

Garden Nursery Family outdoor adventure ar More general service options
Drug Store activities services

Other retail and nonretail services, as well as, the closest alternatives to theneptxplored
with respondents can be found within the Appendix.

The primary location of the new retail as designated by the City of Snoqualmie includes lot 11
and lot 12 of the Business Park. This area is located along Snoqualmie Parkway between SE
Doudas Street and SE Center Street. The map below illustrates the current retail center in blue,
and the proposed new retail region in red.

St

T
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Methodology

B
Quantitative Study

A total of 303 surveys were completed with adults living in the householddactad.
Respondents were surveybdsed on their residency within the primary or secondary market.

The primary market was defined as residents of Snoqualmie, which included residents from what
is considered A0l d Snoqual mdoreary naarket was &efinedjag a | mi
the residents outside of the primary market, but part of Snoqualmie Valley that would use this
retail space to fulfill some of their everyday needs as well as destination retail. This market was
classified as North Bend arkehll City. The graph below illustrates the number of respondents

from each of the market region8. sampling map can be found page 13

Market | Percentage
Primary Market

Snoqualmie - Old Snoqualmie 33.0%

Snoqualmie Ridge 34.0%
Secondary Market

Fall City 16.8%

North Bend 16.2%

Sample Rationale

Where the population embraces a number of distinct categories, the sample can be organized by
the categories into strata. The sample is then selected from each stratum separately, producing a
stratified sample. There are two main reasons for this technique: (1) to ensure that particular
groups within a population are adequately represented in the sample; and (2) to improve
efficiency by gaining greater control on the composition of the sample.

A stratified sample was chosen in order to understand the demand and perceptions of the primary
market more closely as the main users of the Snoqualmie Ridge Retail.

The response rate, which represents the proportion of the population who agreed to participat
the research, wa&&b.5percent. The overall incidence rate, which represents the proportion of the
population qualified to participate in the full survey, @&s6percent The maximum margin of
error at303respondents 5.7 percent.

The datawere analyzed using generally accepted univariate measures of central tendency and
dispersion.

Questionnaire Development

The questionnaire utilized for the survey was created based on information gathered in the
previous stages of research: qualitativesearch and secondary research. Prior to
implementation the questionnaire was approved by the project stakeholders: Snoqualmie Ridge
Retail Center Tenants, a Snoqualmie Ridge developer, and the City of Snoqualmie. The
guestionnaire was created for itgpose with specific controls in place.

T
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The regulations set forth by the City of Snoqualmie as well as being mindful of future planning

in Snoqualmie Ridgavere considered when developing option3herefore, quantitatively
testing options that are notallle would not provide realistic outcomes. Furthermore, in the
creation of some questions, it is necessary to offer similar examples so that the respondents can
offer their opinions within the framework set. Although the space under question is natlpffic
designated, the statisticabntrols needio be set in order to gain accurate data from the
respondents.

Qualitative Study

Research assistants at Hebert Research initially interviewed the participants in order to determine
their willingness to atteththe focus group discussion. Eligibility the first focus groupvas
determined to be individuals the primary market of Snoqualmie and Snoqualmie Ridge that
currently utilize the retail center. Eligibility in the second focus group was determinsal to
individuals in the secondary market of North Bend and Fall City that do not utilize the retail
center in order to better understand what could create destination Tétaifocus groups were

held at Hebert Research in Bellevue, WA.

Those individualsvho were eligible and who expressed a willingness to attend the focus group
received written final confirmation and a telephone call the day before the focus group was
scheduled.

Hebert Research has made every effort to produce the highest qualitghrggeduct within the

agreed specifications, budget and schedule. However, market research can predict consumer
reaction and market conditions only as of the time of the sampling and within the parameters of
the project.

Sampling Frame and Honorarium
The focus groups consisted d and13individuals, respectively, and each lasted an hour and a
half. Participants in the focus groups received $75 each for their participation.

Focus Group Moderation and Research Documentation

The focus groups were modéed by Jim Hebert. Mr. Hebert also served as Research Director,
and as such was responsible for recruiting and overseeing the entire project. The Research
Analyst, Andrew Steinbrecheranalyzed the results of the focus groups and developed this brief
summary that describes the key findings of the meetings. (Note: All records and research
documentation is kept strictly confidential within Hebert Research.)

T
HEBERT RESEARCH, INC. (425) a&37 Snoqualmie RidgedRezone Retail Mix pagd 3
Prepared by Andrew Steinbrecher



Primary Market Residents Focus Group Respondents Prdfil@ctober 2, 2007

Of the 15
directly.

October 2, 2007 Focus Group

Snoqualmie/Snoqualmie Years In
Name Age Ridge Residence
Amy Anderson 36 Snoqualmie Ridge 9
Ann Logelin 45 Snoqualmie n/a
Barbbara Duquette 49 Snoqualmie Ridge n/a
Heather Field 38 Snogqualmie Ridge 3
Hope Hepworth 59 Snoqualmie 3
Kim Smith 37 Snogqualmie Ridge 9
Laura Groth 41 Snoqualmie Ridge 8
Lauri Haycock 45 Snoqualmie Ridge 5
Linda Anderson 56 Snoqualmie Ridge 5
Melanie Jarocki 34 Snogqualmie Ridge 3
Nancy Christensen 45 Snogqualmie Ridge 8
Patty Ratzlaff 50 Snoqualmie 1.5
Rob Smith 43 Snoqualmie Ridge 9
Ron Mount 61 Snogqualmie Ridge 3
Theresa Johns 45 Snoqualmie Ridge 9

respondents, three were very quiet offering limited feedback except when spoken to

Note: Individuals that did not disclose how long they haves i d e d

Secondary Market Residents Focus Group Respondents Profietober 4, 2007

in the

October 4, 2007 Focus Group
Name Age | Fall City/North Bend Years In Residence
Becky Gordon 54 Fall City 10
Beryl Knauth 62 Fall City 4
Corinne Ridgley 46 Fall City 19
Geraldine Enger 76 North Bend 13
James Davidson 64 North Bend 5
Judy Stapleton 48 North Bend 21
Kari Groshell 36 Fall City 25
Lanette Mcintosh 39 North Bend n/a
Mimi (MJ) Sanchez 72 North Bend 7
Ralph Westermann 48 Fall City 11
Sandra Nessly 66 North Bend 10
Susan Goodin 58 Fall City 29
Teri Crandell 47 North Bend 9

ar ea

ar e

denot ed

Of the 13 residents, two were perceived as being rather opposed to the additional retail and one
individual was very outspoken.

Note: Individualst a t

did

HEBERT RESEARCH, INC. (425) e&37
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Secondary Research

Demand Analysisi_Merchant Type

In order to quantify the amount of retail leakage of the highlyatelad merchant types, a
captureleakage analysis was caraed using the available data on spending and retail sales in
the primary and secondary markets. Leakage is created by comparing the spending in a specific
market to the sales in that market. If expenditures exceed sales then sales dollars are leaking
from the trade area into other markets. Leakage indicates areas of retaill demand. The data
represents sales and expenditures for 200he data is calculated based on 2007 Claritas
information.

The following equation was used to calculate the High Leakag&i@ dollars:

High Leakage =
(Expenditures Supply) * (% of High Likelihood to Shop AND High Demand)

Demand Analysisi Boutique Hotel

The demand of the boutique hotel was calculated based on a regional average corporate,
boutique hotel rate multiplee by the number of total rooms available. This revenue was
multiplied by the total number of days in a year. The total was then evaluated at the occupancy
rate to provide the total revenue.

The following equation was used to calculate the yearly revefine boutique hotel:

Boutique Hotel Revenue =
(Average Rate per Night) * (Numbef Rooms) * (Days per year) ©ccupancy Rate)

Note: The average rate per night was calculated based on the corporate rate of similar boutique hotels in
the East King Conty Region.

Other Resources
Secondary research was also performed in order to gain a full understanding of the region, area
retail within the primary and secondary markets, as well as other factors that may add value and
demand to the retail in the ar@a. potential for consumers that could come from the proposed
new hospital site) Sources used to gain this knowledge include:

A Regional websites (i.e. Snoqualmie Ridge website, City of Snoqualmie website,
Snoqualmie Valley Chamber of Commerce website) e
Office of Financial Management
Department of Labor and Statistics
Department of Revenue
United States Census Bureau
Claritas, Inc.

> I > D I

Note: Information that was not directly related to the report value, such as current alternatives, transportation
enharcement to the region, and historic demographics are found in the appendix.

T
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Miscellaneous

Internal Peer Review

Hebert Resear ch udssendartaacdde€hiichpdenrev@wooensars that each
study meets or exceeds rigorous quality controldgteds. Through this process, Senior Research
Analysts, the Research Director and the CEO carefully evaluate each analysis and offer critical
feedback designed to reduce error and heighten the generalizability of the research.

The object of a focus grou ito assess qualitative responses; the methodology involved is
particularly useful in providing a greater depth of understanding than can be acquired through
guantitative techniques. The individual responses and group interactions are important in
observihg and analyzing reactions to various questions. Group unanimity is more conclusive
than group division; division among group members indicates segmentation is occurring. It is
important to remember that when analyzing focus group findings one shouldrawt
guantitative conclusions to questions, but should develop insights, formulate hypotheses, or
uncover new ideas that warrant exploration.

Other

Hebert Research has made every effort to produce the highest quality research product within the
agreed secifications, budget and schedule. The customer understands that Hebert Research uses
those statistical techniques, which, in its opinion, are the most accurate possible. However,
inherent in any statistical process is a possibility of error, which brusaken into account in
evaluating the results. Statistical research can predict consumer reaction and market conditions
only as of the time of the sampling, within the parameters of the project, and within the margin
of error inherent in the techniquesed.

T
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Multivariate Analysis
-

Statistical analysis is commonly conducted using multivariate techniques. The Analyst relied
primarily ontwo statistical tests, the Chi Square aAtIOVA (i.e., Analysis of Variancejo
identify statistically reliable ifferences between segments and variables. Thes@ilare test

was used withthe groupedcategorical variables such as level of interesh iprimary grocery

store when the responses were grouped as follows: L&), (@oderate (47), and High (810).

By contrast, the ANOVA test was used with continuous data such as likelihood to purchase.
Multivariate analysis was conducted to [1] identify differences between individuals within the
marketsand [2] associations between groups and variables of interestndinevariables used

to conduct multivariate analysis included:

A Primary Market i Ol do0 Snoqual mie and Snoqual mie Rid
A Secondary Market Fall City and North Bend
A Likelihood to increase frequency of use of Snoqualmie Ridge retalil

When differences betweegroups or variables are significant, the level of significance is
reported as a fAPO value. These values are th
testing and are relied upon to determine the reliability (i.e., the degree to which one can be
certain) of a given finding or difference. This value describes the probability that ard effect

instance a difference between ageccurred due to chance or error. Thiasy P values (i.e.,

those at or belovd.05) are indicative of high levels confiderao®d establish that the effect being
observed can be relied upon in decisioaking P values 0f0.000 are the lowest commonly

reported in the social sciences and thus are indicative of a very high level of databiog

reliability.

A Note on Measuresf Association

A Cr a me larl £ta Bquared astatistical test that measure the association correlation
between variabledn other words, it measures how much the dependant variable measures the
independent variable. Where significant and appropriee |, Cr a amd rEfa sSquafed
coefficients are referenced to describe the strength of the relationship between variables (e.g.,
market and interest in type of merchant

T
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Qualitative Research

Primary Market - Snoqualmie & Snoqualmie Ridge Residents

Snoqualmie Retail Center Use & Awareness

All of the respondents indicated that they have been to the retail center, and 86.6% indicated that
they utilize the retail center frequently. The respondents stated that frequent use of the retalil
center is sonteme within the past week. Three of the respondents mentioned utilizing the retail
on that same day. When asked what retail andreta services are available on the Ridge the
following merchants were named:

A Village IGA

A Great Clips

A Snoqualmie Ridge Kdical Center

A Snoqualmie Valley Eye Care

A Zeebi 6s

A Taco del Mar

A Mi kebs Cascade Grill
A Andreds Dry Cleaning
A The UPS Store

A Hip 2-B Square Scrapbooking

A Snoqualmie Cleaners

A Key Bank

A Sebastiani6s Italian Bistro
A Starbucks

A

The Artisan Table

Other area retail andn-retail services mentioned were:

A Gianfranco Ristorante Italiano

Gordybés Steak and BBQ Smokehouse
King County Library

Carmi chael 6s Har dwar e

Snoqualmie Brewery

Post Office

Candy Factory

> > >

T
HEBERT RESEARCH, INC. (425) a&37 Snoqualmie RidgedRezone Retail Mix pagd 8
Prepared by Andrew Steinbrecher



Specific comments made about the current merchants andaneratx are found below:

Why are there so many dry cleaners, are people on the Ridge just really clean?

There is too much of the same type of stuf
some of the places to close.

There is definitely alotthats mi ssing but | dondét want pl a
Home Depot.

We candét have our town turned into Snohomi

much traffic.

|l dondt think there is a need jcatgis on t he
missing certain retail.

| think that the places that have not been successful is due to the fact that they are just
marketing to the wrong demographic. Especially with the specialty stores, you
need to know who exavwly to sell to or

Because of the high design standards set by the city everything is really expensive to rent.
And because it is so expensive, the only people that can get into the space are

people with money, but they dondt neces
T TTTT——
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Primary Market - Snoqualmie & Snoqualmie Ridge Residents

Shopping Locally

Based on comments throughout the focus group that respondents made, they were asked more
specifically on their desire to purchase within the local economy. Of the respodd€8is

indicated that they strongly favor buying locally. These respondents defined the local market as
the Snoqualmie Valley including North Bend, Preston, Fall City, Carnation, and Snoqualmie.

The respondents gave several reasons for shopping loaaljpebthree reasons mentioned most
frequently were to keep the local economy flourishing, to help the people that own the businesses
because they know who they are, and because traffic is not an issue in the Valley.

Comments that respondents made regardhopping in the local market are as follows:

| like knowing that | am supporting local merchants

| know a lot of people in the Valley and many of them own these businesses. If | go to the
hardware store and t hey daovilldrderitfonve what
me . This doesné6t happen in places |ike

| want to stay locally, but it is so easy to go elsewhere that businesses need to be very
competitive.

Buying locally is a really big trend and we are part of it.

|l dondt Iintheotherita@nmunities.f Whien | go to Issaquah there are so many
people, carsand stoplights that | cannot wait to get home to the Valley.

We donét need to have everything on the Ri
rathergoto NorthBend han | ssaquah because | donot
supporting the Valley.

The only reason that | dondét want a Target
to come out to the Valley. We like it pleasant and quiet.

T
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Primary Market - Snoqualmie & Snoqualmie Ridge Residents

Current Grocery Perceptions and Demand

Of the respondents 80% indicated that the current Village IGA does not fulfill all of their needs.
The respondents do not use the store for all of their grocery needs becasisel\tbe are not
adequately stocked. Of the respondents, five believe that overall the prices at the Village IGA
are too expensive, and therefore it is very accessible to go to a different grocery store in North
Bend.

Specific comments regarding the cuntrgrocery available are found below:

The IGA needs more stuff.

The shelves have been empty or contain expired food, especially since the storms last
winter when they lost a lot of food.

| dondt shop there anymore because they do
Ibve only been there once and my husbandds

I f you are going to do a quick stop for sc
shopping.

IGA is neither higkend or lowe n d , itds Jjustshdgmdtprgacesn asn:
is easier to shop elsewhere.

If they had the right stuff | would go there.

The respondents were then asked to consider if another grocery store would be added as a
primary or secondary store, what their usage or perceptions wmild Specifically the
respondents were asked to consider a store
respondents, six felt that Thriftway would be too hegtd for the community. Almost three

fourths (73.3%) indicated a high interest in TradebJse.

Comments regarding the addition of a Trader J

| enjoy the | ow prices at Trader Joeds com
Trader Joebs has quality food for a better
Could we keep | GA and add Trader Joeb6s?
I thinkiftheyad a Tr ader Joeds the I GA will just g
B
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Primary Market - Snoqualmie & Snoqualmie Ridge Residents

Business Park Accessibility

The respondents were then shown a concept map, which can be found in the appendix, and given
a description. Othe concept map the respondents were shown Snoqualmie Parkway as a frame
of reference, the current retail center on Center Boulevard, and the business park located across
the parkway. The respondents were told that this space includes approximately stfuafe

feet, of which includes space for the buildings, space for parking, and space for landscaping.
The respondents were then asked about the accessibility and the potential walkabilty between the
current retail center and retail that could be madéae in the business park.

Of the respondents, 4 stated that they would like to see-barglge placed over Snoqualmie
Parkway. The respondents indicated that it is intimidating to cross the parkway because of the
speed at which cars travel. Wherkexb if it would help to add something to clearly define the
intersection as a pedestrian walkway, the respondents indicated that they would not feel any
safer.

About twothirds of the respondents stated that even if the retail was located across the stree
they would still use their cars to access the new retail space.

Some of the respondentds comments are found b

| think we would needaskyr i dge because that is a fast
to just walk over there.

| t 6s awf bhelroadr ossi ng t

Right now I dondt mind my children going t
to cross the Parkway.

People like to walk with the store fronts, if the retail would go into the business park
there would probably be a large parking l@parating the road from the stores.

It also depends on what is over there. | f
car and drive over because you would buy a lot at the grocery store.

T
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Primary Market - Snoqualmie & Snoqualmie Ridge Residents

Restaurants and Food Options

The respondents were asked to consider the current restaurant and food options that are available
on the Ridge, and to identify areas that could be improved or expanded. Of the respondents, 8
acknowledged that most of theroent restaurants are lacking the proper atmosphere. The
restaurant that was named by these respondent
Grill. These respondents agreed that the restaurants need to be busier, with entertainments, such
as plzes that have sports memorabilia on the walls and other pictures.

Other restaurant and food options mentioned were:

Dineri 5 respondents indicated that they would like a place to go and relax

Kids Caféi 3 of the respondents indicated a high interest place where adults could

go to have coffee while the kids are nearby playing

Breakfast restaurant or a place to take the family on the weekend

An restaurant or deli with a drivi@ru option

Bagel shop

Specialty cheese 5 respondents indicated thataste such as Beecher os
be a good addition.

> D> D>

Specific comments regarding restaurant and food options were:

We need a diner or someplace comfy where we can just go to relax.
It would be nice to have a greasy diner, but also we need to adcheattiey places.

We need to keep in mind the children in the community. It would be nice to have a place
where the stagtth o me momdés could go for some ad
coffee and knowing that the kids are safe playing.

The restaurant atmosper e needs to be cool . |l f peopl
go.
| would like to have some type of adriveh r u opt i on. It doesnot

someplace to quickly go through while going somewhere in the car, or when the
kids are in tle car.

T
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Primary Market - Snoqualmie & Snoqualmie Ridge Residents

Retail Options

The respondents were then asked about retail options that are missing in the current mix of
merchants. These options were brought up based ordefamnined list.

Outdoor Recreation/Sporting Goods Store
Of the respondents, approximately 60.0% were interested in the idea of adding some outdoor
recreation or sporting goods store.

The sporting goods store was highly recommended by 6 respondents. This would be a store
where they <could purchase items for their p €
Examples of these needs were: balls, bats, sports clothing, soccer shoes, baseball shoes,
basketball shoes, and running shoes.

Similarly, an outdoor recreationsse was highly regarded by six of the respondents. This would

be a store that would focus on hiking, running, climbing, and skiing. It could also offer ski and
trail pass tickets, ski rentals, kayak rentals, river raft rentals, and to be an oppodundie
arrangements for recreational excursions. This store would not only provide opportunities for
the residents, but also the rentals would be used by visitors since the area has wonderful trails
and nature.

Some respondent comments were:

Right now Ihave to buy new shoes for every sports season and | have to go to Issaquah
or Bellevue to purchase them.

We have all these bike trails and the river, and these options should be available for
visitors with rental equipment.

Since we don éarge staresncouldtwe haveaminiestores? This could be like
an REI and have it look like it from the outside, but not use up so much space.

Snowmobile Dealership
The respondents did not express an interest in a snowmobile dealership. The primary reasons
were that there is not a demand for it, and they did not want it in their community.

It would never make it. Itis too much of a specialty store.

Especially with the high design standards
couldnoad. | ook g
B
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Drugstore
There was a strong response to a larger drugstore. The type of store that was mentioned by the

respondents was Walgreens or Bartell's. This would be a place that has more than just the
necessary prescriptions. It would have generatyglay needs as well such as over the counter
drugs, brushes, combs, socks, laundry detergent, devices/braces for minor injuries such as an
ankle sprain.

Some of the respondent comments were:

We dondét have any ful |l s ernethaveall that weqeed.t or e .
We need something like a Walgreens.

It needs to make sure not only to have medicine but also smaller shopping needs like
socks, band aids, hairspray, and brushes.

Especially with all the sports it would be good to have thiingsaches and pains, and
minor injuries like a sprain.

Hardware Store
There was no apparent need for a hardware store because the respondents utilize the current
hardware store and indicated that it has what they need.

Garden Nursery
The respondents didot offer much of a response regarding a garden nursery. Two individuals
indicated that it would depend on what they offered and how it was priced.

It depends on how competitive they are pridse because of how close we are to North
Bend and Issaquah.

Office Supply
Of the respondents, 4 expressed an interest in an office supply store. Further discussion

indicated that there would be a demand because of the number of people that have a home office,
as well as the businesses that currently have teltta\get supplies.

With al/l the people who have a home office
have all the businesses that have needs.

Electronics Store
The respondents did not express any interest in an electronics store. They indataieele is
not a demand for it, and there are more important things that are missing in the retail mix.

T
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Primary Market - Snoqualmie & Snoqualmie Ridge Residents

Service Options

Automotive Options

Of the respondents, nearly all of the individuadere aware that a gas station will be added to the
Ridge. However, there was some debate over when it will be built because the respondents
indicated that the date keeps changing. The respondents indicated that they have heard the gas
station will be aconvenience store, have a deli, and a dentist office will be built next door. They
identified the location as the corner of Parkway and Douglass, and indicated that this would be a
great location once it is built. Twihirds of the respondents (10 of)lsere able to name that

the planned gas station will be a Shell Station.

Some of the respondent comments were:

It would be nice to add the dristaru food option as part of the gas station.
The gas stationissetp f or a convenwhatthettAstfo®r e, 1 snot

| heard that the design of it is going to look very neat.

Of the respondents, 6 expressed an interest in a high quality car wash. This would be a car wash
that would do a fulkervice clean including the inside of the car. A priomation for the car
wash would be next to the new gas station.

A good car wash like a Brown Bear would be fine.

It would have to be a quality car wash, on

Other automotive options that were mentioned from thedpternined list was an oil and lube
service center. There was little expressed interest in adding this option to the Ridge. However,
one respondent acknowledged that only two men were present in the focus group. Another
respondent inquired as to where pedpdere this service performed and why it could not be
made available in Snoqualmie.

T
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Medical Options
The respondents offered differing opinions regarding medical services offered. Some indicated

that these offices should be kept separate, whereas ottfjeystlee proximity to the retail. Of
the respondents, 6 expressed interested in adding a pediatricians office to the Ridge.

I would | i ke a pediatricianbdbs office. Pl i
doctor.

They shoul dnot dehtiaty @ver tyotleetretarl, sheyaare daking up good
space.

I |l 1 ke having the dentist where it is. TF
right over for some other shopping needs.

It would be nice to add something like a Swedish Urgent Cdteiarea.

We better not even talk about the Snoqualm

T
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Primary Market - Snoqualmie & Snoqualmie Ridge Residents

Other Options

While discussing some of the pdetermined options, other ideas organicallynfed in the
conversation. These options for the available space are categorized below.

Book Store

One of the respondents addressed the possibility of having a bookstore and received great
support from the group. Of the respondents, 7 immediately exgressinterest in a bookstore,

whether it is small or large. The newly built library is doing exceptionally well, which infers that
people in the community enjoy reading. A bookstore could also accommodate other needs such

as the addition of a coffee ghand an area for children to play. This concept, like many of the
others, had a strong emphasis on what can be done for children in the area. Some examples
offered by 3 respondents were to have a bookstore that focuses also on children learning and is
gcared both toward the childrenés needs as we
Ridge.

How about a bookstore with a coffee shop and an area for kids to play?
Il f the Valley had a bookstore | 6d go there

In the winterpeople want to get in from the outside and a bookstore would be a nice
outlet to get into the community.

| t would need to be oriented more toward a

Anything geared toward family and children. Especially for the moms that stay on the
Ridge while their husbands are working

Pet Grooming/Boarding

One of the respondents indicated that it would be a good idea to have a pet boarding service for
residents when they travel. This service could also provide pet grooming at a reasonable rate.
Of the respondents, 6 expressed interest in a pet boarding and grooming service.

We need a good cheap groomer.

|l woul dndét want a pet Dboarding place with
places where your pets almost go on a vacation of tven.

T
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Educational Opportunities
One of the respondents offered a suggestion of adding a school in the open space. However,
there was not much interest in this option.

Coul dn6ét we just put a school there, 1t wo

There are already a few schools, and it would really depend on the cost. Private schools
are expensive

Of the respondents, 8 expressed interest in a place that would offer music lessons. This could be
a place that could offer lessons during the summeretisas after school.

Everyone on the Ridge wants their children to excel.
It seems to me like the people that | teach are already pretty busy with sports.

I think that the younger Kkids are really b
sporss as much and need something new to do.

Boys and Girls Club

The option of adding a Boys and Girls Club similar to the one that is located in Bellevue that
would offer a positive place for kids where they could spend time after school and on the
weekends. This place would be focused on the kids with its athletic activities, social activities,
and learning opportunities. However, it would also offer an outlet for parents since their children
would be safe and they could spend time with other adults.

About half of the group expressed and interest in this type of a center. When asked if they would
be willing to pay a monthly fee, 5 respondents indicated that they would, but that it would
depend on price. These individuals expressed that $100 per morithlveotoo high, but $75

may be reasonable depending on what is offered. The price of the membership would have to be
scaled to the real dollars of the community.

Some of the comments about the Boys and Girls Club are listed below.
This could be a goodace because anyone can play sports no matter how good they are.
It could also offer a language club for other learning opportunities

Do they have a piano? It would be nice to have a good place that offers this type of
lesson.

Would there be fees fone extra activities and classes to monitor how many people are
in them?

Sometimes | take my kids to the one in Bellevue and | always see other families and kids
that | recognize from the Snoqualmie area.

T
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Winery
There was some support, but also mixedlihgs about adding a winery to the community.
Some agree that it would add to the community, however, others do not think that it is the best

use of the space. It would also depend on the options available. In other words, the respondents
suggested it it needs to be more than just a wine store.

| think the winery is a great idea.

| 6ve been going to Leavenworth for years,
more wineries and tasting rooms. With those it has really become a nicer town.

The tasting rooms can be good for the tourists and maybe even for the business people.

We really need to focus on the childrenods
community.
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Primary Market - Snoqualmie & Snoqualmie Ridge Residents

Boutique Hotel

Once one of the respondents mentioned the possibility of additional lodging, the concept of a
boutique hotel was further explored. The boutique hotel was described as a hotel that would be
smaller in size, offering 8200 rooms. This hotel coulek priced in a manner that it would have
more expensive business suites as well as economical options for visitors. However, it would
not be priced in a way that it would be seen as a cheap hotel. Of the respondents nearly two
thirds liked the idea of Wéng a hotel available for when family comes to visit. This would
provide and alternative to the Salish and be closer than lodging in Issaquah.

Of the respondents, 7 immediately indicated that it would have to be a quality and clean hotel.
One respondérffered the suggestion of having a little pancake breakfast house inside. Eight of
the respondents added to this suggestion expressing interest in a breakfast restaurant that could
be used both by hotel guests and the community.

Another idea was todve retail available on the ground floor. One option would be to have the
proposed Trader Joeds at the ground floor sir
retail below the housing.

Of the respondents, 5 expressed a strong interest in thigumbhotel having a swimming pool.

The respondents indicated that not only could this be used for visitors and tourists, but also the
families would be interested in using the hotel for a local weekend getaway so that the children
would have the opportitly to use the pool.

One respondent also mentioned offering a nice restaurant on the top floor that would offer
beautiful views. Three of the respondents expressed interest in the hotel for the purpose of
business meetings, and others mentioned thedutd be a place for family reunions, family
parties, weddings, and educational conferences for parents.

Below are some of the comments regarding the boutique hotel.

Could you put retail on the bottom |ike a
We could use the hotel fortpeo 01 si nce we dondt have a com
We could even rent rooms just for the weekend

It seems like all of my family comes at once and it would be great to have a local place
where they could stay.

What about a breakfast restaurant? There ar@pions for breakfast.
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Primary Market - Snoqualmie & Snoqualmie Ridge Residents

Marketing

The residents believe that there are good options that could be placed into the community, as
well as some good options that already exist. However, mangssqat a need for added
marketing, not only to people in the area, but also signage for tourists. Much of the tourism that
comes is interested in seeing either the Snoqualmie Falls or the Historic Snoqualmie Train.
However, there is nothing informing tpeople of what is available on the Ridge.

Therefore, there is a need to connect the AHI
believe that with added options, signage, and marketing, the area should be more successful.
When asked if changdo the retail mix would be made and marketed if they would enhance the
community and the current merchants, eleven (11) respondents indicated that it would.

Some of the comments regarding the marketing are as follows:

Snoqualmie is a historic town am¢hether we like it or not people come to see the train.
But the thing is, there is nothing for them to do afterward. There are no places
for them to go for restaurants or even a nice park for a picnic.

Tourists dondét go t o hindgptellindRthechdhat thb Ridgais gpe t h e
there or what is there.

They really need to connect the two parts of Snoqualmie

The retail center has some issues on not marketing to the right demographic, but I like
the look of it and the walkability.

| like thewalkability and agree that we need to connect the two parts, but | also want to
keep some of the trees.

T
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Secondary Market i North Bend & Fall City Residents

Snoqualmie Retail Center Use & Awareness

All of the respondents from the secondary markeiceted that they have been to the retalil

center for different needs. One respondent indicated shopping at the Ridgee® each week.

Two of the respondents work on Snoqualmie Ridge, and one respondent has a daughter who
lives in the community. Wheasked what retail and neetail services are available on the

Ridge the following merchants were mentioned:

Zoka Coffee

The UPS Store

Snoqualmie Valley Eye Doctor
Snoqualmie Ridge Veterinary
Snoqualmie Ridge Medical Center
DMW Matrtial Arts

Village FooddGA

Great Clips

Uncl e Si o6s Pizza
Mi kebs Cascade Gril
Zeebi 0s

The Artisan Table

I I > I T D I D D

Addi ti onal edi tori al
Five (5) respondents
about these merchants were:

Other area retail and nentail services mentioned were:

El Caporal Mexican Restaurant
Gianfranco Ristorante Italiano
Scottbés Dairy
Candy Factory

Carmi chael 6s
Main Street Barber
Adventure BowlingCenter
Cocoa Beans Coffee
Scriptures
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Additional editorial was given in regard to some of the merchants. Five (5) respondents enjoy
going to the Mi kebs Cascade Grill frequent]| )
somewhat frequently. Almost 40988.5%) offered positive comments and frequent usage of
Carmichaels Hardware. However, the overall everyone believes there is not enough available.
Specific comments made about the current merchants and merchant mix are found below:

| stop in at Zoka aleast 23 times each week. | love their lattes; they really know how to
make them and the people are very friendly.

| |l ove the pizza at Uncl e Si ds.

Mi keds i s always an exciting place and fam
Carmichaels has everything and they knowaatly where something is if you ask

| f Carmichaels doesnét have it they will g

There 1isnot much retail, there are service
anything you candét get anythi msgaguah They
because there is nothing there.

There is nothing to cause me to take a trip from Fall City

| use the veterinary <clinic but other than
L TTI——
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Secondary Market i North Bend & Fall City Residents
Shopping Locally

Basedon comments made by the respondents as well as indications of types of additions that
would cause them to use the new retail and-nebail services, it is apparent that the secondary
market values supporting the local Snoqualmie Valley. The respondemés giwen the
following description to address the support of the Snoqualmie Ridge retail as part of the local
economy:

In the Valley right now you have a little retail in Fall City, less in Preston, some opportunities in
North Bend, but overall everythlgnis scattered. What would you think about having a place
where we could stay in the Valley and you could buy locally? It would be a place where you
could congregate.

Of the respondents, 8 (61.5%) indicated that if the correct retail was made avaiathie

Ridge, it would replace the current facilities that they utilize outside of the Valley. The
respondents all agreed that the retail was important, but also that there is a growing need for
positive things that children and teenagers can do.

The folowing comments were made by the respondents regarding shopping locally in
Snoqualmie Ridge:

If they could do something like in Redmond, but not as big. Something that you can go
and just walk about.

It could be a destination place for teenagers.
Thereis nothing to around for the kids to do.

Many of the families have younger children and soon they will all be teenagers and they
need options to keep them entertained.

| would absolutely use the new retail.
Of course, but we will still go to Costcolssaquabh.
It is very sociable up there.

There are so many moms up there with their
meet friends and let the kids play.

T
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Secondary Market i North Bend & Fall City Residents

Current Grocery Perceptions and Demands

Of the respondents in the secondary market, many of them did not use the Village IGA on a
regular basis. Six (6) of the respondents indicated that there is not enough merchandise at the
store, however, the respondents also acknowledged thatabery opportunities in their local
communities were not much better. After one of the respondents mentioned the addition of a
store such as Trader Joed0s, the group support
the respondents indicatedthed i re t o add a Trader Joeds to th

Specific comments regarding the current grocery available are found below:
| dondét think there is anything at the | GA
The IGA is too expensive,
I t 6s | i ke ¢leviemtgbuy talet papeb.e v e n
Therear e 2 grocery stores in North Bend but t
The grocery store in Snoqualmie itself is pathetic.
| 6d rather see Trader Joeobs.
It would be nice to see an Organic store |

Trader Joeds i sndjspedgalty wittofregh meat, fresn seafooda fresh
flowers.

Something like the Central Market or the Lakemont Thriftway could work too.

| 6d ignore the grocery store in North Bend
The Safeway in North Bend doesné6t cut it.
B ]
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Secondary Market i North Bend & Fall City Residents

Business Park Accessibility

The respondents were then given a description of the location of the Business Park in relation to
the current retail with the Key Bank on the corner as a focal pddft.the respondents, 7
immediately recognized the space that was being described for additional retail ametarion
service usage. When further probed regarding access to the Business Park in relation to usage of
the current retail, 6 of the respondeptpressed that they would drive from one location to
another. The respondents did not offer additional ideas to gain access from one side of
Snoqualmie Parkway to the other, nor did they express any concerns with regard to safety in
crossing the street doot.

The following statements were made by respondents regarding access to the Business Park:

I think weéd I|Iike to have good parking.
parking.
Well youdll have the ki dsttharait bettartotiriveal | t he
B ]
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Secondary Market i North Bend & Fall City Residents

Restaurants and Food Options

The respondents were asked to consider what is missing on Snoqualmie Ridge in terms of
restaurants and other food service options. Ofdhpondents, 4 indicated that there are already
enough restaurants available. However, throughout the focus group the respondents feel that the
proper restaurants are not available.

Restaurant and other food options that were mentioned to enhancealmegRidge as a
destination were:

A Pizzai2 respondents expressed a desire for a
Atake Ond bakeo option. Anot her responden
A Authentic Bakeryi 7 of the respondents expsesl an interest in an authentic bakery that
prepares its own baked goods. Of the respondents, 5 indicated that if there was a bakery
with daily fresh goods available they would frequently use it as a destination facility.
The respondents clarified thdtis bakery would have bagels, baked goods, doughnuts,

~and cakes.
A Specialty Food$ The respondents did not see a need for a specialty cheese, wine, or
gour met chocol ate option if there were a T

A Breakfasti Of the respondents 7 expressed anr@stein a restaurant that specializes or
serves only breakfast.

A Family Oriented RestauraiitThe respondents expressed interest in adding a restaurant
that i s more family oriented. They do not
concept of Appg b e e 6 s . One restaurant t hat 4 r es|
because it is a loud, busy, casual place, where kids can also go at any time, and they have
special events for birthdays.

T
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Specific comments about the current or new restaurant optiofeuatbelow:

We |l ost Big Fit Donuts in Snoqual mie and

|l 6m thinking of what she is saying about
a place where you can get a bagel or something healthier for the kids.

The bakey in Enumclaw is great, they have doughnuts that remind you of your childhood
and Crispy Creams doesndt make those.

Real baked goods that people make the fresh goods right there.

There was a place in Colorado and they used to do breakfast and onlyasteaid they
did it good.

| want a place that sells a variety of f
oriented.

What about a Red Robin? A place that is loud and constantly busy, and they will sing or
do something fun for a birthday.

Wha about a place where you could have bre:

A sushi bar would be nice. Or a place with fresh seafood.

T
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Secondary Market i North Bend & Fall City Residents

Retail Options

The respondents were then askeat@asider the current retail mix at Snoqualmie Ridge, and
what types of retail could be added that would compliment those that are already present, as well
as create a purpose to drive from North Bend and Fall City. These options were brought up
either aieééd or unaided based on a-oletermined list.

Outdoor Recreation/Sporting Goods Store

When first asked about the possibility of adding a sporting goods store, 5 of the respondents
expressed interest. An aided concept that was brought up was the sterdqnWdr| 6 s Sport
Goods that used to be in existence in the area, however, the concept could be recreated. Seven
(7) of the respondents expressed interest in this type of store that would offer sporting goods
such as soccer and baseball equipment, asasw&lamping equipment, fishing licenses, kayaking
equipment, etc. However, the respondents were not interested in adding an REI store because it

is considered to be too expensive.

Some of the respondent comments were:

When you need soccer shoes and balselquipment you could go there instead of Issaquah.

When | go to the Factory Outlet they just don
| used to go to Warshalldéds on my Il unch hour.
War shall 6s was awesome. etorwhatevergouwlikd buy a Nort

Snowmobile/ATV Dealership
The respondents did not express any interest in a snowmobile or ATV dealership. They did not
think it would fit in or survive.

Drugstore
As an addition a drugstore was mentioned by several respondsgnsinitially asked what was

missing in the area. Examples of drugstores were Walgreens, Rite Aide, and the most popular
was Bartell s (8 respondents) . The responden
pharmacy, such as the larger phacies mentioned. It was described as a place that would have
more than just prescriptions, but also items for everyday needs.

Some of the respondents offered the following comments:

| would want a place that has more than just prescriptions.

AWalgrems or Bartell s would really attract p
B |
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Hardware Store

The respondents did not express a need for a hardware store because they feel that the current
stores availabl e, especially Cdentrdid indicate thed s f ul
desire to have a place that would offer hardware and gardening classes.

Garden Nursery

When asked about a garden nursery, the respondents did not express a great demand. Many of
the respondents feel that there are other optionsitchpse plants. The following comments

were made:

We have a lot of nurseries up in the area.

The one that is up there that | use is really expensive.

Office Supplies

Of the respondents, 3 were highly interested in an office supply store. This couhd be
conjunction with an electronics store or separate. Currently, North Bend has a FedEx store, but
it is not the preferred store.

We have one in North Bend, but ités just t

Some place where you could buy little thinge lrinter paper.

Electronics Store

An electronics store was described as being a place where you could purchase electronic
equipment, but also go to get a new computer hard drive or assistance with general computer or
technological problems. Of the resulents, 7 liked the idea of this type of electronics store or a
mixed electronics/office supply store.

When | see all the new housing | think of all the technology that they will have or want. |
think we could get a Radio Shack or something similar.

T
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Secondary Market i North Bend & Fall City Residents

Service Options

Automotive Options

Of the respondents, 4 were aware of the planned Shell gas station that will be built on
Snoqualmie Ridge. None of the respondents could identify it by name; howiegefour
respondents knew that it was to be built on the corner of Douglass and Snoqualmie Parkway.
The respondents did not express any need for additional automotive service options, and in
particular there was no expressed demand for a car wash.

Thefollowing respondent comments were made regarding the automotive service options:

| could see a gas stations going in there.
| have heard that there will be another gas station going in, which is good.

There are already several car washes in the Valley.

Medical Options

The respondents did not see a need for any additional medical services. They feel that with the
services that are already available and the Snoqualmie Valley Hospital proposing its new site in a
closer location, there is not a needddditional medical services.

T
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Secondary Market i North Bend & Fall City Residents
Other Options

When asked what types of retail and fretail services were missing, as well as when discussing
some of the preletermined options, other ideas were t@édy the respondents. These options
are categorized below.

Book Store

Of the respondents, nearly 85% (11 respondents) would like to see a bookstore added to the mix.
This would be seen as a place to take your children. Some potential places trdiseussed

were Barnes and Noble and Half Price Books. This would be seen as a place that customers
could go into, sit and read, enjoy a cup of coffee, and entertain the children.

|l 6d |I'i ke to see a place where we can take

It needs tobe something other than the library because if the children own their own
books, they tend to read them more.

Some place that they also have music available to buy.

We need a bookstore with a place to gather and talk.

Educational Opportunities

The respadents were asked about the education of the children and the need for a private school
focused on early learning and educational enhancements. There were mixed feelings, but if a
school were to be added, the respondents agreed that it would havewelbgualified school.

The respondents did express a concern about adding a private school, such as those that are
available in Seattle and Bellevue. The respondents were told that it would not be a cheap school,
but not as expensive as a school sudbBaatside Catholic.

Respondents also inquired about adult opportunities. Some education opportunities mentioned
were for hardware and gardening classes as well as art courses

| have some concerns about pulling your kids out of the public schools batausls
those values and higher expectations from the public schools.

Would it be like a charter school?

These ol der people in the community donot
me because just because vyoeedtdlnockthe have
schools.

This is what happened in Seattle. The private schools took the good kids and the
education level went down.

T
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Craft/Gift Shop

One of the respondents inquired about the need for a craft shop. In total, four (4) respondents
appreciated this idea. From the concept of a craft shop was also developed a gift shop where
individuals could purchase small keepsakes for family and friends. Three (3) of the respondents
mentioned adding a store such as Hallmark to the retail mix.

Boys and Girls Club

One of the respondents addressed a possible need for a gaming store for the teenagers. This
concept was later developed to understand the demand for a Boys and Girls Club. One of the
respondents indicated that there is a Boys and Girls i€lBbeston; however, there are not well
developed programs. This Boys and Girls Club was described similar to those that are in the
Bellevue area. It would be a place where staff would be around to talk and be positive role
models for the teenagers, thevould be the opportunity to play games, use the computers, and
have a swimming pool. Of the respondents, 5 were expressed a desire to have a swimming pool
at the Boys and Girls Club. The interested respondents indicated that a fee of $100 per month
could be manageable if it would accommodate their entire family.

| take my kids all the way to Bellevue to
and that allows the entire family to use it.

We need something because there is nothing for ¢éinadgers and they feel left out.

Equestrian/Tack/Farm Animal Equipment

One of the respondents suggested adding an equestrian and tack shop. Initially, 4 of the
respondents supported this concept. However, it later developed to encompass a greater need in
the Valley. The idea was to accommodate the needs of all the horse owners in the Valley, as
well as the individuals that have other animals. It would be a store such as Grange Supply in
Issaquah, but preferably less expensive. The store would pracklegtain, as well as dog food

and supplies for chickens and goats. The store in Issaquah is seen as being either too far away or
too expensive.

There are a lot of horses in the area.
Ol sonés in Bellevue is al ways packed

You could have more than equ&m if you could get your dog food there and the little
things that you may use outside.

The Issaquah Grange is expensive a&nbt close enough.

T
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Secondary Market i North Bend & Fall City Residents

Boutique Hotel

The respondents were asked watbaheir interest in a boutique hotel. When asked for
clarification, the boutique hotel was described as a place that would haM@ 8&®oms and

would be more affordable than the Salish Lodge. Boutique hotels are not chain hotels, often
times the roomsare very different, typically larger with a reading area, and they provide
convention class space as well as a lobby with a fire place. Of the respondents, six individuals
expressed support for this concept. The hotel was described further as a placaikthdnost
corporate guests during the week for business meetings and retreats, and be an opportunity for a
local vacation for residents on the weekend. Of the 5 respondents who still have children at
home, none of the respondents were interested g ubkis type of a facility even if it had a

pool. The concept of having a breakfast restaurant as part of the hotel was also not preferred to a
standalone breakfast facility. The respondents expressed that they prefer to use a standalone
restaurant becae it is perceived as being more fanfiiigndly than an upscale or executive
facilty.

Some of the respondents offered the following comments:

Is it affordable for the basic individuals like us?
Who would stay there as paying guests?

| don 6t comrhunity would teadly go for it. If people have company coming they
could just stay at the house or at other places closer to North Bend.

|l 6d save the pool usage for a real wvacatio
|l 6d use it for a birthday party.
Would it be able to host some oé ttasino overflow?

The breakfast place could go in the hote
executive as a hotel?

T
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Secondary Market i North Bend & Fall City Residents

Pricing and Usage

Similar to the group of individuals from the primarynket, the respondents from the secondary
market believe that there needs to be competitive pricing because of the many other options. It

was also perceived that a disconnect is seen between the secondary market and the income level

of those in SnoqualmiRidge of the primary market. The respondents are currently going to
farther communities drawn by a better selection and competitive pricing.

However, the respondents are very eager to replace their current shopping facility for retail in
Snoqualmie Ride or more importantly, the Snoqualmie Valley, if the correct mix is added. The
respondents illustrated a strong demand for
and a sporting goods/recreation store mix. Availability of entertainmemthar types of
destinations for teenagers is also an important draw to the community.

Some of the respondent comments are listed below:

The people on the Ridge have a lot more money than the people in Snoqualmie or Fall

City.
They would be wilingtopa hi gher prices but we arenot s
We are going to go to Costco and itbés just
That i s the thing with small shops, they h
then.

That could become my placeghop.

It could be a destination for teenagers.

T
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Preliminary Findings 7 Qualitative Research

The residents in the primary and secondary markets of the Snoqualmie Ridge retail have a vested
interest in the overall development of the local econontlye Snoqualmie Valley. Having the
opportunity to support individuals that they know as well as to avoid added traffic congestion of
Issaquah and Bellevue is preferred. However, the important factor is to create the correct retail
mix that will fulfill the needs of the current community, allow adequate space for future growth,
and include opportunities that will also provide a purpose for the secondary market to shop on
Snoqualmie Ridge.

Grocery

Both sets of respondents agree that the current grocefgldgan Snoqualmie Ridge does not
adequately provide for their primary shopping needs. The prices are too high, and there is not
enough merchandise available. In an effort to enhance this market, the respondents expressed
interest in the additonofaTader Joeds store. This would pr
food, and another social atmosphere. Other types of grocery stores that were mentioned were
Thriftway and Metropolitan Market. The addition of this type of merchant would create a full

service shopping experience as well as a destination for individuals in the secondary market that

do not highly regard the grocery merchants in their local communities.

Restaurants/Food Service

The respondents in the focus groups indicated that the rastauhat are currently in the retalil

center need to enhance the overall atmosphere. This added energy is perceived as a busier
restaurant as well as defining the establishm
in adding to the restaurantix with an establishment that is family oriented with high energy

levels.

The respondents are interested in seeing a breakfast diner added to the retail mix. This place
where the family could go on the weekends could be integrated into the boutigledmaiept.

It will be important to add an authentic bakery that sells daily fresh goods to both the primary
and secondary markets, or a smaller bagel shop. A bagel shop would not be viewed as a
destination merchant, however, when integrated with areatithbakery, the demand of the
secondary market increases.

Retall

The essential retail merchant that needs to be added to the mix is a full service pharmacy. This is

a place that not only provides prescriptions, but also over the counter drugs amidgvesds.
Adding a store, such as Bartellds or Walgree
becomes a destination drug store for the secondary market.

Other desired retail is an Outdoor Recreation/Sporting Goods store. This merchant tdat wou
offer products such as soccer shoes and baseball equipment, would also hold recreational
equipment such as camping gear, kayaking gear, and fishing licenses and mountain ski lift

tickets. A concept that was identified primarily by the secondary markes War shal | 6s.
B
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The primary market and secondary market disagreed that there is a need for an electronics store.
The primary market fulfills its needs at other facilities, however, the secondary market
recommended that this electronic product/serviceestould be integrated with the demand for
additional office supplies.

Although there is not a demand in either market for an additional hardware store, garden
nurseries, or automotive store, the respondents agreed that it is important to add adytmkstor
the community. This bookstore would not only capture the demand and interest of many readers,
but would also sell music and be a place for community members to converge, enjoy a cup of
coffee, and engage in adult conversations while their childeeplaying in another nearby area

of the store.

Boutique Hotel

The boutique hotel is a favorable option, especially within the primary market. This facility will
capture business guests and provide a meeting and conference space during the week. The
executive rate could be discounted on the weekends to the local community that will use the
facility for a brief local vacation in order to use the pool, or for families to host entertainment
such as a family gathering, birthday party, or wedding. The ne@mnded retail should then be

placed on the ground level of the boutique hotel. This boutique hotel will be seen as an
alternative to the more expensive Salish Lodge, and also provide a space for visiting relatives.

Entertainment

It is essential to enhaeadhe community with additional entertainment opportunities for youth.
Not only is this important for the current population of young children on the Ridge, but also to
provide positive opportunities for the teenagers in the community. This can be ddpiuae

Boys and Girls Club that offers positive programs and opportunities for the youth, as well as
additional educational opportunities such as courses in computers, gaming, and the arts.

This facility will capture the current demand of teenagers asagahe growing demand as the
current young children grow older. Providing a positive place for teenagers to converge as a
destination will add value to the community.

Marketing/Pricing

The respondents expressed a great need for added marketing rieatlaae competitive pricing

in the current and future retail and Atail services. Because there are other dhyseptions

to purchase goods, such as in Issaquah and Bellevue, competitive pricing is a driving factor in
decisionmaking. The respondenwill remain utilizing certain merchants elsewhere, such as
Costco, but other merchants will replace the respondents current preferences.

The respondents expressed a need additional marketing to promote the area of Snoqualmie
Ridge. The primary markeicknowledges the local draw of tourism, however, these individuals
need to be informed of the opportunities for shopping and dining on the Ridge.

Overall, the respondents in both the primary and secondary markets believe that the correct retalil
and norretail services mix will not only add to the overall value of this region of the
Snoqualmie Valley, but it will also enhance the current retail and services located in the retail
center of Snoqualmie Ridge.
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Quantitative Research
Sampling Map
I

The mapbelow represents the calling area for the quantitative survey. The following colors
correspond to the following areas:

A Dark Greeri Snoqualmie, WA
A Whitei North Bend, WA
A Light Greeni Fall City, WA

The dark green section, Snoqualmie, WA, was furthgridd ed i nt o #AOlI d S
ASnoqual mie Ridge. 0 This area was -thirds o I
the respondents, 66.7%, were from the primary market.

The white section, North Bend, WA, and the light green section, Fall Wiy, were classified
as the secondary market.

[ %8072 T \
R Asorr .Duvall 33019 L
b T P et b
I R [ R ) . .

Enumalany 9p89 T T -
Copyngh‘t El@nd ({3} 1983—2003 hicrozoft Corporation andfor itz suppliers. " Alnghts resenved. Fortions 12 19002005 Install Shield Software Cc-rpomtlon ﬁll ngh‘ts resenred Cerlaln
mapplng and direction data EIZDDS N.ﬁ\-‘TEI] Al right=s resemred. MAVWTED and NAWVTELD ON BOARD are trademarks of NAWED =1 2005 Tele Atlas Morth Amenica, .8 ngrﬁ?‘"
reserued Cele Atlas, andr—TeIe JAtlas Northmerica are trademarks of Tele Alas, Inc. .

T
HEBERT RESEARCH, INC. (425) a&37 Snoqualmie RidgedRezone Retail Mix pagd9
Prepared by Andrew Steinbrecher



DemographicProfile

The following tables describe titembineddemographic profile of the sampeeas

Age Percentage

18-24 9.1%

25-34 22.1%

35-44 27.1%

45 - 54 17.5%

55 - 64 9.0%

65 and Over 13.5%

Refused 1.7%

Gender Percentage
Male 49.9%
Female 50.1%
Marital Status Percentage
Single without dependent children 14.5%
Single with dependent children 3.3%
Married without dependent
children 33.3%
Married with dependent children 47.5%
Refused 1.3%
Annual Household Income Percentage
Under $49,999 13.9%
$50,000 to $74,999 11.6%
$75,000 to $99,999 17.5%
$100,000 to $149,999 23.1%
$150,000 to $199,999 10.2%
$200,000 to $249,999 3.0%
$250,000 or more 3.6%
Refused / Don't Know 17.2%
HEBERT RESEARCH, INC. (425) 6&87 m
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Frequency of Shopping at Snoqualmie Ridge
-

Nearly onethird (32.6%) of the respondents have visited the Retail Center on Center Blvd. of
Snoqualmie Ridge-10 times in the past six months. This was followed by the respondents that
utilized the retail center 20 times and 350 times, 10.0% of respondents each. However,
22.9% of the respondents indicated that they have not used the Snoqualmie Ridge retail center in
the past six monthsThe mean frequency of shopping at Snoqualmie Ridgeeidast 6 months

was 28.32 timesThe median frequency of shopping was 10.00 times in the past 6 months.

Mean = 28.32
Frequency of Use in Last 6 Months

35.0% - 32.6%

30.0% A

25.0% A

20.0% -

15.0% A
10.0% 10.0%

10.0% -

AN N N N

5.0% A

0.0% -

0 1-10 11-20 21-50 31-50 51-75 76-100 100 +
Times Visited in Last 6 Months
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Retail Demand

The retail demand assessed was based on a series of sources. The first source of input on the
types of retail to be testedaw from the merchants and City of Snoqualmie officials, as noted on
page 7 This list was further expanded upon based on the input of respondents from both the
primary and secondary markets as part of focus groups which were held at Hebert Research on
Tuesday, October 2, 2007 and Thursday, October 4, 2007.

In order to test the demand for specific types of merchants, the quantitative survey respondents
were first provided with the following description:

The City of Snoqualmie is planning to add to theent retail. There are a few different
options for thelocation; however none of these options can be located in the current
retail center because of tenant capacity. Now | would like you to think of the types of
merchants that are needed to complintletcurrent retail and nomnetail service mix, as

well as those that would enhance your shopping experience. | am going to hame specific
types of merchants and | would like you to rate from 0 to 10 how necessary it is to add
each type of merchant, witheani ng #fAnot needed/ want ed?o
demand for merchant typeo.

The mean responses to each of the merchant types are illustrated graphically in the chart below.
The merchant type with the greatest need is a facility that can offer prograradolescents
such as the Boys and Girls Club of America {J..1

Types of Tenants Needed Mean
Programs for Adolescents 7.11
Primary Grocery 6.69
Full Service Drug Store 6.66
Local Bakery 5.99
Breakfast Diner 5.73
Book Store 5.69
Family Restaurant 5.34
Sporting Goods/Outdoor Recreation 5.07
Lawn and Garden 5.05
Office Supplies 4.55
Specialty Goods 4.17
Outdoor Adventure/Guide Service 4.04
Pet Boarding & Grooming 4.02
Electronics/Technology 3.74
Auto Service/Supplies 3.37
Farm & Equestrian Store 3.18

Note: Organized by greatest to least demand

T
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Retail Demand

Auto Service and Supplies

Therespondents were asked how necessary it would be to add automotive services and supplies
such as oil and lube or auto detailing services to thd metaion Snoqualmie Ridge. Over half

of the respondents (8[6) indicated that there is a low (rating of3p need for this type of
merchant on the Ridge. This confirmed the perceptions of the focus group respondents. Within
the focus groups it was exgssed that there is a low need for places such as this because there is
already a gas station that is in the process of being built, and the other services are fulfilled
elsewhere. The primary automotive need that would be needed, as expressed byofgrus gr
respondents, was an environmentally friendly, quality car wash.

Mean = 3.37

Auto Service/Supplies

—— 57.1%

60.0% -

50.0%

e
e
L
e
g
e

40.0%

30.0% -

20.0%

10.0% -

0.0% -

Low Moderate High
(0-3) 4-7) (8-10)
Demand
T
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Retail Demand

Sporting Goods/Outdoor Recreation Store

The respondents were asked how necessary it would be to add a sporting goods/outdoor
recreation storeugh as REI or the foner Warshdé& Sporting Goods Onequarter (%.2%) of

the respondents felt there is a high demand for a sports/outdoor recreationNgaré; half

(44.5%) of respondents indicated a moderate demand for this merchant type. Within the focus
group respodents expressed the need for both types of merchants and indicated that the ideal
merchant would fulfill both sporting goods needs such as sports shoes and equipment, as well as
outdoor recreation equipment such as hiking, climbing, and kayaking gear.

Mean = 5.07
Sporting Goods/Outdoor Recreation Store

44.5%

45.0% -

40.0% -
35.0% A

30.0% -
25.0% A
20.0% -
15.0% -

10.0% -
5.0% A

0.0% -

Low Moderate High
(0-3) 4-7) (8-10)
Demand
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Retail Demand

Lawn and Garden Store

Respondents indicated a moderate demand for a lawn and garden store that includes a nursery
such as at Ravenna Gardens. Neangquarter of respondents (229 expressed a high need

for this merchant typeThis strongly supported the comments made by respondents in the focus
groups which is that there is not a large need due to other local alternatives for lawn and garden
stores and greater needs for the retail center on the Ridge.

Mean = 5.05

Lawn and Garden Store

47.5%

50.0% -
45.0% -
40.0% -
35.0%
30.0%
25.0%
20.0%
15.0% A
10.0% -

5.0% A

0.0% -

Low Moderate High
(0-3) (4-7) (8-10)

Demand
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Retail Demand

Full Service Drug Store

The respondents were
Walgreens. Over half of the responden®.§%) expressed a high demand for this full service
drug store. This drug store wouldvieamore than just the necessary prescriptions. It would also

asked if there

S

a

nee

have general everyday needs as well as over the counter drugs, brushes, combs, socks, laundry
detergent, devices/braces for minor injuries such as an ankle sprain.

Full Service Drug Store

Mean = 6.66

60.0% -

52.8%

50.0% A

40.0% -

30.0% -

20.0% A

10.0% A

0.0% -
Low
(0-3)

Moderate
(4-7)

Demand

High
(8-10)

Further analysis found & the results are significant when comparing the primary and secondary

market. Respondents of the primary makket more likely to prefer a full service drug store be
added to the retail mix than those in the secondary marie2% of respondents ihé primary
market compared to 25.8% in the secondary médrket

0.013, Cramer 6s

V =

Additional analysis found that those who gave a high rating to use Snoqualmie Ridge retail rated
the demand for a drug stdngher than their low use counter{za

Mean Demand for Drug Store

Likelihood to Use Snoqualmie Ridge Retail

Low (0-3)

3.82

High (8-10)

7.49

(p = 0.000, Eta squared = 0.172)

HEBERT RESEARCH, INC. (425) e&37
Prepared by Andrew Steinbrecher

Snoqualmie RidgedRezone Retail Mix pag&6



Retail Demand

Primary Grocery Store

The respondents of the focus group expressed a strong need foasymiocery store. When

asked in the guantitative survey to rate the need for a primary grocery store such as a Trader
Joeds or Lakemont Thr 8%) of tha nespandestd respondgd tmagtheer i t vy
is a high demand. Respondents of the $ogtoups further elaborated that the current Village

IGA and secondary market stores such as the North Bend Safeway do not fully meet their needs
due to a lack of merchandise. Therefore, these respondents shop elsewhere, though they would
prefer to staydcally in the Snoqualmie Valley.

Mean = 6.69
Primary Grocery

57.8%

60.0%

50.0% A

40.0% A

30.0% A

20.0%

10.0% -

0.0% -

Low Moderate High
(0-3) (4-7) (8-10)
Demand

Chi-Square multivariate analysis found t¥8.2% ofthe respondents of the primary market
rated the demand for a primary grocery store significantly higherzh&%o0of therespondents
of thesecondary market (p=@0 0, Cramerds V = 0.276).

Additional analysis found that those who gave a high rating to use Snoqualmie Ridge retail rated
the demand for primary grocery higher than their low use counterparts.
Mean Demand for Primary Grocery
Low (0-3) 3.59
High (8-10) 7.99

Likelihood to Use Snoqualmie Ridge Retail
(p = 0.000, Eta squared = 0.206)
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Retail Demand

Outdoor Adventure and Guide Services

Respondents of the quantitative study were asked to rate the demand for an outdoor adventure
and guide services ducas local fly fishing, kayak tripsiver rafting, hiking, and rock and
mountain climbing. There was a low to moderate demand for these services as expressed by the
respondents. Only619% indicated a high demand with a rating ef@

Mean = 4.04

Outdoor Adventure/Guide Services

46.5%

50.0% -
45.0% A

40.0% A
35.0%
30.0% A
25.0% A

20.0% A
15.0% -
10.0% -
5.0% -
0.0% -

DN

Low Moderate High
(0-3) (4-7) (8-10)

Demand
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Retail Denand

Office Supplies Store
N

Respondents were asked how much of a demand there is for an office supply store such as
Staples or Office Depot on the Snoqualmie Ridge. There was a moderate demand for this type of
merchant with 18% of the respondentsditating a high demand and.8% of respondents
expressing a moderate demand. The respondents in the focus group indicated that this would be
an important merchant to add for the local businesses that currently need to travel to Issaquah for
any businessffice supply needs.

Mean = 4.55

Office Supplies Store

48.3%

Low Moderate High
(0-3) (4-7) (8-10)
Demand
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Retail Demand

Electronics/Technology Store

An electronics or technology store such as MagnoliaFiHwas also explored with the
respondents. This could be a store that not only has electronics products, but that mles prov
repair services and can train individuals to use specific machines. Just ung4®.84) of the
respondents rated this merchant type as having a moderate or high de@rwaagossibility
addressed in the focus groups was to integrate an elesftenlnology store with an office
supply store to accommodate both needs.

Mean = 3.74

Electronics/Technology Store

60.0% - | 50.2%

AN

Low Moderate High
(0-3) (4-7) (8-10)
Demand
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Retail Demand

Specialty Goods and Foods
N

The respondents were asked to rate the need for a specialty goods and foods store that would
offer products such as wines, goutn@hocolate, and gourmet cheeses. The respondents
indicated a moderatew demand for this merchant with 9% of the respondents rating the

option with a high demand. This merchant type is in part fulfilled by the products offered by the
Artisan Table arrently located on Snoqualmie Ridge. Other respondents in the focus groups

al so indicated that if a primary grocery stol
would also accommodate these product needs.

Mean = 4.17
Specialty Goods and Foods

42.9%
39.2%

DO

Low Moderate High
(0-3) (4-7) (8-10)
Demand
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Retail Demand
Book Store
N

Over onethirds ($H.2%) of the respondents stated a high demand for a book store such as Half
Priced Books or Third Place Books. Another930.of the respondents offered a moderate
demand for this merchant. This supported the focus group findings tHetréng is successful
because residents enjoy to read, and especially in the rainy season individuals need an outlet to
enjoy coffee, meet up with friends, and read a book. This facility could also provide an outlet for

younger children to have somespace a fiki ds corner o while the a
Mean = 5.69
Book Store
40.9%

Low Moderate High
(0-3) (4-7) (8-10)
Demand
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Retail Demand

Local Bakery

The respondents were asked to rate the demand of a local bakery similar to the Poulsbo Bakery.
The mean score of Bsupported the comments of the respondamtthe focus group that
expressed a need for fresh baked goods and breakfast foods such as doughnuts and bagels. Over
onethird (38.26) of the quantitative survey respondents rated the demand for a local bakery
high, and another 42% gave a moderate rag.

Mean = 5.99
Local Bakery

42.5%

45.0% A

40.0% -

35.0% -

30.0% A
25.0% -
20.0% -
15.0% -
10.0% -

5.0% -

0.0% -

Low Moderate High
(0-3) (4-7) (8-10)
Demand

Further Chisquare analysis found that respondents of the primary market are more likely to
indicate a moderate or high demand for a local bakery than those of the secondary @éarket
the respondents 73.9% of the primary market gave a high retimgared with 26.1% of the
secondarymarkdtp = 0. 001, Cramero6s V = 0.217).

Additional analysis found that those who gave a high rating to use Snoqualmie Ridge retail rated
the demand for a local bakery higher than their low use counterparts.
Mean Demand for a Local Bakery

Likelihood to Use Snoqualmie Ridge Retall L_OW (0-3) 3.37
High (8-10) 6.79
(p=10.000, Eta squared = 0.170)
T
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Retail Demand

Pet Boarding and Grooming

The respondents in the focus groups addressed a potential need for agiagl@a grooming
facility. However, the respondents of the quantitative survey did not express a high demand for
this service. Nearly half #5%) of the respondents provided a low rating and another third
(34.6%) of the respondents gave a moderateat&mn

Mean = 4.02
Pet Boarding and Grooming

46.5%

50.0% -

45.0% A
40.0% A
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25.0% -
20.0% -
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Retail Demand

Farm and Equestrian Store

The respondents were asked if there was a demand for a farm and equestrian store such as the
Grange in Issaquah. Only 13.7% of the respondents indicated a high demand for this merchant.
Another 21.4% of the respondents gave a moderate rating, leavir@/®6of the respondents
expressing a low rating for a farm and equestrian store.

_ Mean = 3.18
Farm and Equestrian Store

61.9%

70.0% -

60.0% -

50.0% A

e
-
40.0% -/
~
e

30.0% A
20.0% -
10.0% -
0.0% -
Low Moderate High
(0-3) (4-7) (8-10)
Demand

Multivariate analysis found that respondents of the primary market were significantly less likely
to demand a fan and equestrian store than those respondents of the secondary n@rkies
respondents that provided a low rating 73.0% were from the primary market compared with

27.0% that were from the secondarymatkgt = 0. 017, Cramer 6s V = 0.
D ]
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Retail Denand

Family Restaurant

Nearly forty percent (38%) of the respondents indicated a high demand for a family restaurant
that was described as an est g brithe ®utback. nAnotheru c h
26.7®% of the respondents gave a motierating. The respondents of the focus group expressed
that this could be a place where children would be welcome at all hours of the evening that the
restaurant was open, there would be high energy levels among the staff and patrons.

Mean = 5.34
Family Restaurant

39.3%

40.0% -
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Demand
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Retail Denand

Breakfast Diner

Almost threequarters of the respondents offered a moddcateghrating for a breakfast diner.

This included 8.2% of the respondents that offered high ratings for the demand. This specialty
restaurant was further elaboratad lmy respondents in the focus group to be a place that serves
quality breakfast no matter the hour, specializing primarily in breakfast foods, however, not a
restaurant | i ke Dennyods.

) Mean = 5.73
Breakfast Diner

37.9%

36.2%

40.0% -

35.0%

30.0%

25.0% A
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Low Moderate High
(0-3) (4-7) (8-10)
Demand

Chi-square multivariate analysis found that the results for the dkfoara breakfast diner are
significant. Of the respondents that gave a high rating, 71.6% were from the primary market
compared with 28.4% of respondents that were from the secondary ifhggket= 0. 015, Cr &
V =0.167).

Additional analysis found thahose who gave a high rating to use Snoqualmie Ridge retail rated
the demand for a breakfast diner higher than their low use counterparts.

Mean Demand for Breakfast Diner
Low (0-3) 2.56

High (8-10) 6.54

Likelihood to Use Snoqualmie Ridge Retail
(p =0.000, Eta squared = 0.181

T
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Retail Demand

Programs for Adolescents

The respondents were then asked to rate the demand for a place that would offer programs such

as those offered by the Boys and Girls club for grade school through high school itdyed.ch

These could include athletic programs, programs in the arts, group computer games, and general
computer wuse. This place would offer a posit
This option received the highest mean rating ol with 582% of the respondents providing a

high demand rating and another428.giving a rating of moderate.

Mean = 7.11
Programs for Adolescents

58.2%
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Competitive Pricing
-

The respondents were asked how important it is for merchants to offer competitive prices. Over
sixty percent (8.0%) of the respondents indicated that competitive prices have a high
importance in their decision factor as to whether or not to sh@najualmie Ridge. Another

25.8% of the respondents gave a moderate importance rating for this variable as a motivation to
sh@. This finding strongly supported the opinions of the focus group respondents who indicated
that it is readily available for residents to purchase in larger areas such as Issaquah for better
prices.

Competitive Pricing of Merchandise Mean = 7.48

62.0%

70.0%

60.0%

50.0% A

40.0%
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Low Moderate High
(0-3) (4-7) (8-10)
Importance

Multivariate analysis found that the importance aoimpetitive pricing of merchandise that
merchants present is significant. The following table illustrates the means of the market groups:

Area of Residence Mean
Snogqualmie - Snoqualmie Ridge 8.11
Snogqualmie - "OIld" Snoqualmie 7.57
North Bend / Fall City 6.75

p = 0.006, Eta square = 0.035

Additional analysis found that those who gave a high rating to use Snoqualmie Ridge retail rated
the importance of competitive pricing higher than their low use counterparts.
Mean Importance

__ S . Low (0-3) 4.16
Likelihood to Use Snoqualmie Ridge Retail
a g High (8-10) 8.39
(p = 0.000, Eta squared = 0.206).
T
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Ability to Shop and Buy Locally
-

When asked to measure the importance that the ability to shop and buy locally would cause them
to shop at Snoqualmie Ridge8.#% of the respondents indicated that supporting the local

[ mportant .
|l ocallyo as supporting
prefer to avoidhe heavy traffic of Issaquah, Sammamish, and Bellevue if possible.

economy is very

The respondent s

merchants within the

Ability to Shop and Buy Locally

Mean = 8.20
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High
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Multivariate analysis found that the importance of buying locally is significant. This indicates
that respondents prefer to support the overall economy of the Snoqualmie Vallshopping
elsewhere. The following table illustrates the means of the market groups:

Area of Residence

Mean

Snoqualmie - Snoqualmie Ridge 8.83

Snoqualmie - "Old" Snoqualmie 8.20

North Bend / Fall City

7.53

p = 0.002, Eta square = 0.040

Additional analysis found that those who gave a high rating to use Snoqualmie Ridge retail rated
the importance of buying local higher than their low use counterparts.

Mean Importance

Likelihood to Use Snoqualmie Ridge Retail

Low (0-3)

4.86

High (8-10)

9.11

(p =0.000, Eta squared = 0.334).
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Boutique Hotel

Before asking to rate the importance of adding a boutique hotel to Snoqualmie Ridge, the
respondents were read the following description:

One opportunity to enhance the region is to add a boutique hatbbutique hotel is an 80

100 suite hotel that typically has a unique theme. This hotel would be used during the week
by businesspeople and corporate meetings and retreats. This hotel would provide a more
economic alternative to the Salish Lodge foiters and local residents in the area.

Of the respondents, nearly otierd (31.4%) expressed a high importance to add a boutique
hotel to Snoqualmie Ridge. Another nearly 40%1%8.gave a moderate rating of74

Mean = 5.29
Boutique Hotel
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Retalil at the Boutique Hotel
N

One potential option in order to meet the needs for additional retail, as well as the possibility of a
boutique hotel, would be to include retail on the ground level of the hotel. When asked how
important it is that retail is integrated into the hoteferoonethird (365%) of the respondents
believe it is very important. An additional 3% of the respondents offered a moderate rating.

Mean = 5.37

Retail and Restaurants on Ground Floor of Hotel

36.5%
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Boutique Hoteli Alternative Uses
-

The boutigue hotel could also be used for additional uses. It couldasifalternative to the
business traveler during the week and also for family that is visiting the area. However, the
facilities could also be used for community and family gatherings. Some of the options that were
explored with the respondents were foeddings, family reunions, birthday parties, local
vacation (as an inexpensive vacation option that includes a pool), and business meetings. Of
these options, to utilize the facilities for a local vacation received the highest mean rat¥ of 3.
The least popular option was as a facility for weddings, receiving a mean rating7of Qther

large local wedding venues include the Salish Lodge, the TPC at Snoqualmie Ridge, and
community parks.

The low mean values for these options illustrate and ovacilof interest in the boutique hotel
for these additional uses.

Likelihood to Use Boutique Hotel for Events

3.24
3.5 1
3 /
2.5+
-§ / O Weddings
£ 24 B Family Reunions
5]
< / O Birthday Parties
= 1.5 O Local Vacation
) . .
s / B Business Meetings
1 -/
0.5 1
0 -
Types of Events
o TTT———
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Boutique Hoteli Alternative Uses
Weddings
N

The respondents were asked how likely they would be to use the boutique hotel to hold a
wedding or wedding reception. The vast mayoi({72.3%) reported that there was a low
likelihood that they would use the boutique hotel for this use.

Mean = 2.17
Weddings
72.3%
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Boutique Hoteli Alternative Uses

Family Reunions

Slightly more than onhird of the respondents $3%) gave a moderate or high rating thaty
would use the boutique hotel for family reunions. Again the large majofitgA§ indicated
that they do not have a high demand for this use if the boutique hotel is added.

Mean = 2.88
Family Reunions

60.9%

70.0% -

Low Moderate High
(0-3) (4-7) (8-10)
Likelihood
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Boutique Hoteli Alternative Uses

Birthday Parties
N

The respadents were asked to rate their likelihood of using the boutique hotel facilities for
birthday parties. Similar to the other options, nearly a quades)@ of the respondents offered
a moderate rating and onl®.%% provided a high rating for the optio

Mean = 2.72
Birthday Parties

63.1%
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(0-3) (4-7) (8-10)
Likelihood
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Boutique Hoteli Alternative Uses

Local Vacation for Pool Use

The alternative that received the highest mean ratingg)(3vas to use the boutique hotel
facilities as a local vacation option, primarily for use of the podkver 40% @0.6%) o the
respondents gave a moderate or high rating regarding their likelihood of using the boutique hotel
for this use.

Mean = 3.24

Local Vacation
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Boutique Hoteli Alternative Uses

Business Meetings

When asked if they would use the boutique hotel facilities for businessnge only 1%% of
respondents provided a high likelihood. Similar to other alternative u$e® 6of the
respondents indicated that they had little likelihood of using the boutique hotel for business
meetings. However, this mean rating would likglgrease if business owners were among the
respondents rather than residents.

Mean = 2.65

Business Meetings
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Other Types of Retail and NeRetail Servicessuggested
-

The respondents were asked what other types of retail andetaiinservices that were not
previously mentioed were needed on the Ridge that would also cause them to shop there more
frequently. Of the respondents, 117 offered no final comment and 51 reiterated the demand for a
merchant type that was previously mentione@f the 135 respondents that offerediral
comment, some offered multiple suggestions. The following table represents the types of
merchants that respondents suggested.

Retail / Non-Retail Service Option Percentage
Big Box Store such as Wal-mart, Costco, Target, or Factory Outlets 26.0%
Clothing Store including men's, women's, and children's clothes 9.6%
Gas Station/Convenience Store 8.9%
Craft Store 8.9%
Video Store/Movie Theatre 6.8%
Gift Shop such as Hallmark 6.8%
Hardware Store 6.2%
Services such as medical offices, banks, and Post Office 6.2%
Restaurants 6.2%
Community Center with a gym and pool 5.5%
Entertainment - live music, arcade, things for kids and teenagers 3.4%
Fast Food 2.7%
Art Gallery 1.4%
Bar or Liquor Store 1.4%
HEBERT RESEARCH, INC. (425) 6887 m
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Demand Forecast

In order to quantify ta amount of retail leakage of the highly demanded merchant types, a
capture leakage analysis was conducted using the available data on spending and retail sales in
the primary and secondary markets. Leakage is created by comparing the spending inca specifi
market to the sales in that market. If expenditures exceed sales then sales dollars are leaking
from the trade area into other markets. Leakage indicates areas of retaill demand. The data
represents sales and expenditures for 200he data is calculatedased on 2007 Claritas
information. The 2007 population and household numbers of the primary and secondary market
are found below:

Population | Households

2007 2007
Snoqualmie 11,135 4,176
North Bend 14,720 5,517
Fall City 8,389 3,158
Total 34,244 12,851

Source: Claritasinc.

The categories show net leakage, meaning the amount of local retail sales is less than the amount
spentby local residents Further analysis was done to identify the percentage of respondents that
had a high likelihood of sipping at Snoqualmie Ridge rather than their current alternative, and
indicated a high demand for each of the merchant types. This allows a more accurate capture

rate of those who express a demand for the merchant, as well as likelihood. to shop

High
Likelihood to | High Likelihood/
Leakage / Shop / High Demand

Merchant Type Demand Supply Capture Demand Leakage/Capture

Lawn and Garden $8,934,139 $5,307,036 $3,627,103 26.4% $957,555

Grocery Stores $80,905,187 | $52,013,899 | $28,891,288 73.7% $21,292,879

Specialty Food Stores $2,713,722 $1,791,288 $922,434 25.7% $237,066

Full-Service Drug Store $32,519,667 $7,135,578 | $25,384,089 66.3% $16,829,651
Sporting Goods /

Recreation and Services $12,822,029 $4,573,647 $8,248,382 26.6% $2,194,070

Book Store $5,455,598 $1,756,938 $3,698,660 42.3% $1,564,533

Office Supplies $9,661,031 | $11,135,081 -$1,474,050 21.8% -$321,343

Restaurants $32,138,531 | $20,590,509 | $11,548,022 45.0% $5,196,610

Local Bakery $6,218,354 $2,609,868 $3,608,486 49.2% $1,775,375

Total $191,368,258 | $106,913,844 | $84,454,414 $49,726,396

Boutique Hotel

The demand of the boutique hotel was calculated based m@yienal average corporate,

boutique hotel rate of $212/night of an 80 room boutique hotel. Calculating the rate at a 60%

occupancy ra provides total revenue 08%14,240per year. In many cases, the calculation is

further expanded to capture food and beverage services; however, it is recommended that the

boutique hotel would cater any food and beverage needs due to the curremamesiapture
rate. This will help to further compliment the two retail centers.

HEBERT RESEARCH, INC. (425) &B837
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Total Potential Tenant Type Demand

Based on the 2007 Claritas information regarding supply and demand as well as household and
population data for the primary and secondagyket the total capture demand potential of the
tenant options with a high demand 3% million. However,if the retail mix does not include

office supplies due to market surplus, the potential for the new Snoqualmie Ridge Ré@iDis $
million.

Capture Demand Potential
Type Potential
Merchant $49,726,396
Programs for Adolescents Capture N/A
Boutique Hotel $3,714,240
Total Capture Demand Potential $53,440,636

T
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Retail and NonRetalil Services Mix

Since the current retail center located @enter Boulevard is at the tenant capacity there is a
need for additional retail within the Snoqualmie Ridge Business Park. The Center Blvd. location
occupies 126,841 square feet. The proposed location within the Business Park that would be
rezoned foretail is found within lot 11 and lot 12 which is a total of 9 acres. Within this area,
approximately 80,000 square feet will be used for new retail andetaih services.The retail

mix below would adequately fit within the space, since the respangeater to have retall
located on the ground floor of the boutique hotel. Utilizing this mix, not only allows for greater
growth and expansion for areas such as an increased/additional program facility for an
adolescent programs facility, but also allod® ogual mi e Ri dge to maint ai
forecasted demand potential for this mix based on the respondents that indicated a high demand
for each of the tenants, the added capture valug3igillion.

High Likelihood/
Square Demand

Tenant Type Footage Leakage/Capture
Grocery Stores 20,000 $21,292,879
Full-Service Drug Store 7,000 $16,829,651
Family Restaurant 4,000 $5,196,610
Sporting Goods / Recreation and Services 7,000 $2,194,070
Local Bakery 750 $1,775,375
Book Store 4,500 $1,564,533
Lawn and Garden 5,000 $957,555
Specialty Food Stores 1,100 $237,066
Adolescent Programs (i.e. Boys and Girls Club) 12,000 N/A
Total 61,350 $50,047,739

Boutique Hotel (60% occupancy)
Retail on Ground Level 55,000 $3,714,240
Grand Total 116,350 $53,761,979

Note: The Adolescent Programs Facility will does not have a listed revenue, because due to the tia¢ufiaciity
it will need to be at least partially subsidized.

T
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Utilization of New Retail at Snoqualmie Ridge
N

Keeping in mind all oflte new options and potential for retail and -metail services growth at
Snoqualmie Ridge, the respondents were asked how likely they would be to use the new retail at
Snoqualmie Ridge, rather than the locations that they are currently fulfilling thedis.neA

strong majority of respondents (604} indicated that they woulde highly likely touse the new

retail at Snoqualmie Ridge rather than their alternative for the shopping needs. Andi#ier 22.

of respondents gave a moderate rating. This indiddtats many of the residents that are
currently shoppingelsewhereare willing to make Snoqualmie Ridge their primary shopping
location if it has the correct retail mix.

Mean = 7.05
Likelihood to Use New Retail
0,
70.0% - 60.5%
60.0% -
50.0% -
40.0% -
30.0% -
20.0% -
10.0% A
0.0% -
Low Moderate High
(0-3) 4-7) (8-10)
Likelihood

Further analysis found that the likelihood to use the new retail at Snoqualage
significant. The following table illustrates the means of the market groups:

Area of Residence Mean
Snogqualmie - Snoqualmie Ridge 8.61
Snoqualmie - "OIld" Snoqualmie 7.08
North Bend / Fall City 5.39
p = 0.000, Eta square = 0.145

T
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Enhancementof the Overall Shopping Experience at
Snoqualmie Ridge

Considering all of the transformation that could occur on Snoqualmie Ridge based on the most
needed retail options, the respondents were asked if the overall shopping experience in
Snoqualmie Ride, including the new retail and the current merchants would be enhanced.
Nearly 60% (5.3%) of the respondents indicated that this additional retail would provide a
significant improvement to the overall shopping experience. In tot@%8df the respodents
expressed that theverall retail would offer moderate or major improvement to shopping at
Snoqualmie Ridge.

Mean = 6.95

Improvement to Snoqualmie Ridge Shopping Experience

57.3%
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(0-3) 4-7) (8-10)
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Further analysis found that the likelihood that the new retail will enhance the overall shopping
experience at Snoqualmie Ridge igrsficant. The following table illustrates the means of the
market groups:

Area of Residence Mean
Snoqualmie - Snoqualmie Ridge 8.00
Snogqualmie - "OIld" Snoqualmie 7.36

North Bend / Fall City 5.48
p = 0.000, Eta square = 0.113
o TTT———
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Key Findings

Thecurrent retail village located on Center Blvd. of Snoqualmie Ridge is at capacity and
due to the need for additional retail to support the needs afotmenunity; more retail

space needs to be designated.

The target market for the retail suggested incdutie primary market of Snoqualmie and
Snoqualmie Ridge as well as the secondary market of North Bend and Fall City. This
market consists of individuals in their 368s. The target market, like the concept of
Snoqualmie Ridge, is family oriented and laapreference to buy locally as opposed to

other alternatives.

There is a need to increase the frequency of use to get the consumers who do not
currently utilize Snoqualmie Ridge into the retail center.
There is a lot of upside potential to build a poihtonvergence, which is achieved by

the correct tenant mix.

Tenants in the new retail center need to remain price competitive, as there are several
nearby alternatives for consumers to purchase goods.
A boutique hotel with 80 rooms will serve the businesarket during the week for
conferences, and be utilized on the weekend foraomnmercial and family purposes.

The boutique hotel will be a mixagse hotel with retail and restaurants located on the

ground level.

Grocery on Snoqualmie Ridge needs to beaenit e d

as a

maj or

The recommended retail mix, which has the capture potenti&3o8#illion is:

High Likelihood/
Square Demand

Tenant Type Footage Leakage/Capture
Grocery Stores 20,000 $21,292,879
Full-Service Drug Store 7,000 $16,829,651
Family Restaurant 4,000 $5,196,610
Sporting Goods / Recreation and Services 7,000 $2,194,070
Local Bakery 750 $1,775,375
Book Store 4,500 $1,564,533
Lawn and Garden 5,000 $957,555
Specialty Food Stores 1,100 $237,066
Adolescent Programs (i.e. Boys and Girls Club) 12,000 N/A
Total 61,350 $50,047,739

Boutique Hotel (60% occupancy)
Retail on Ground Level 55,000 $3,714,240
Grand Total 116,350 $53,761,979

fanchor

Due to the proposed development of a new retail center 60.5% of the regponden
indicated a high likelihood to use the new retaieating a greater frequency of use.

The development of the new retail center will improve and enhance the overall shopping

experience at Snoqualmie Ridge creating great benefits for new and curaers.ten

HEBERT RESEARCH, INC. (425) e&37
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Appendix

Other Snoqualmie Ridge Retail, NeRetail Services, and Businesses

Other retail and noretail services on Snoqualmie Ridge are located in the Kimball Creek
Village. This section is located directly across from the Snoqualmie FtierSten Snoqualmie

Parkway. Kimball Creek Village consists of the following:
A Edward Jones Investments

Garlic Jims Famous Gourmet Pizza

Happy at the Bay Teriyaki

Premium Cigar and Wine

Snoqualmie Cleaners

Snoqualmie Fire Department

Snoqualmie Nails

Subway

D > > >

The Snoqual mie Ridgebds busi

ness

Center Blvd. retail area. Businesses included in this region include:

Advanced Cochlear Systems
Adventures in Advertising
Allstate Insurancé Patrick Sprague
AllstateInsurance Jeremy Olson
Church on the Ridge

Customer Feedback

Frontier Home and Land
Gladiator Technologies

Light Sciences Oncology, Inc.
Metron Systems, Inc.

LKD Aerospace

Northwest Ministry Network
Nuprecon

Opus

Pearson Law Firm

Philips Oral Healthcardnc.
Snoqualmie Police Department
Snoqualmie Ridge Kidney Center

T-Mobile (Network Operations Center)
Technical Glass Products

Venture Commerce Center

Zetec

DD DD DD DD DD DD DD D D> B

Source: Snoqualmie Ridge News, Links anehis/\Website
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Appendix

Area AlternativeRetail, NonRetail Services, & Restaurants
Alternatives to Those Missing On Snoqualmie Ridge

Electronics

Wintz Electronics

Snoqualmie

Rock's Electronics

North Bend

Bookstores
Borders Redmond
Barnes and Noble Issaguah
B Dalton Factoria
Snoqualmie Valley Railroad | Snoqualmie

Radio Shack

Maple Valley

Sporting Goods / Recreation Store

Pet Grooming / Boarding

Snoqualmie Valley Pet Salon Snoqualmie
Kitty City Fall City
North Bend Retriever Kennels | North Bend
No Worries Pet Sitting North Bend
Dog Lovers Day Care Maple Valley

Boys & Girls Club

Boys & Girls of America Bellevue
Boys & Girls of America Redmond
Boys & Girls Club Seattle

Boys & Girls Club Woodinville
Boys & Girls Club Federal Way

Automotive Services

Jiffy Lube Snoqualmie
Rock Creek Lube Maple Valley
Jiffy Lube Maple Valley
Cain's Pressure Washing

and Auto Detailing Maple Valley
Cal and His Dog Spot Auto

Detailing Maple Valley

Bagels / Bakery

Pro Ski Mountain Services North Bend
REI Redmond
Nike Outlet North Bend
Adidas Outlet North Bend
Office Supply
Cascade Office Supply North Bend
UPS Store North Bend
Staples Issaquah
Office Depot Issaquah
Maple Valley Office Supply Maple Valley
Drugstore/Pharmacy
Rite Aid Issaquah
Bartell's Sammamish
Bartell's Maple Valley
Rite Aid Bellevue
Quick Medical Snoqualmie
Fall Pharmacy Snoqualmie
QFC Pharmacy North Bend
Safeway Pharmacy North Bend
Costco Pharmacy Issaquah
Target Pharmacy Issaquah
Hardware Store
Carmichaels True Value Snoqualmie
North Bend Ace Hardware North Bend
Ace Hardware Carnation
Lewis Hardware Issaquah

Equestrian and Tack Sho

George's Bakery and Deli North Bend
Bernies Bagels Issaqguah
Sara Lee Bakery Issaguah
Eastside Wholesale Bagels Redmond
Blazing Bagels Redmond
Winery

Pleasant Hill Winery Carnation
Isabella Grace Winery Hobart

Olson Mills Tack Shop

Bellevue

Reber Ranch Tack & Feed

Kent
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Appendix
Lodging Alternatives

Salish Lodge& Spa

Salish Lodge & Spa is known to be a m@mic mountain retreat. Located at the top of
Snoqualmie Falls, guests enjoy hearing the roaring water flow over the granite cliff. This resort
is known for its luxury accommodations with a wemakning fireplace and whirlpool tubs in
each of its guestooms. Weekday accommodations depending on amenities range from $270
710 per night; and weekend accommodations depending on amenities range frentGa&0

night.

Like the lodging and spa, dining at the Salish Lodge is known for its luxury. The diffieng a
wholesome menu that is organic by nature created with exclusive foods and local delicacies.
Guests are welcome to dine in any of the 3 dining rooms: The Dining Room, The Attic Bistro,
and The Kayak Café.

The Salish Lodge & Spa also makes itsefdilable for special events and-¢egethers. Several
businesses utilize the facility for corporate retreats and meetings whereas other regional residents
utilize the facilities for milestone birthdays and other celebrati®everal couples also utié

the grounds for a naturally romantic setting for a wedding and reception. (Source: Salish Lodge
and Spa website)

According to Salish officials, ownership of the lodge will be turned over to the Muckleshoot
tribe effective October 9, 2007. The tribeshao current plans to change the lodge. Other
groups that bid on the property were the Snoqualmie Tribe and the current operating company,
Coastal Hotel Group. The lodge will be operated by Columbia Hospitality, which specializes in
luxury hotel and resb management. (Source: Seattle Times, October 3, 2007)

Roaring River Bed and Breakfast

The Roaring River Bed and Breakfast is situated on 2.6 acres on the Middle Fork of the
Snoqualmie River outside of North Bend, WA. It has a view of the river, mosntarests, and
wildlife. This AAA Approved Bed and Breakfast has 5 rooms to choose from, depending on
availability. Rooms have private entrances, television, baths with showers, sitting areas, and
decks. Room rates range from $108 per night. (Sarce: Roaring River Bed & Breakfast
website)

North Bend Motel

The North Bend Motel, located in North Bend is quiet and clean, with mountain views and close
proximity to restaurants. Each room ha$3 beds and a refrigerator and microwave are
available. Both nightly and weekly rates are available. The nightly rate for one person before
tax is $54; the weekly rate for one person before tax is $325. (Source: North Bend Motel)

Other Area Lodging )
A Edgewick Ina North Bend, WA A Sunset Motel North Bend, WA
A Mt. Si Moteli North Bend, WA A House in the Trees B&B Snoqualmie, WA

T
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Appendix
Medical Services

The Snoqualmie Valley Hospital is the primary hospital of Snoqualmie Ridge. Many of the
needs of the Snoqualmie Residents are fulfilled at the SnoquRidge Medical Center which
is one of the 8 clinics of the Snoqualmie Valley Hospital.

The Snoqualmie Valley Hospital is licensed for 28 hospital beds, however, the hospital has
outgrown its current facility. Therefore, the hospital plans to relocate tve new hospital
scheduled to open in 2010. This new location will not be as secluded offering better access as
well as added services, staff, and technology. The new campus will be 71 acres and be
approximately 75,000 square feet.

The new location fothe Snoqualmie Valley Hospital is going to be located north of theaaip
of interchange-B0O and SRL8 and east of Snoqualmie Parkway. The map below identifies the
current location as well as the future location:
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According to the 2007 SnoqualniValley Hospital Fall Newsletter the proposed finished
campus will appear as pictured in the drawing below:

SNOQUALMIE
VALLEY HOSPITAL

growing with our community /

. 85,000 5Q FT, Primary Facility
@ Accitiona Medical Faciities

Greenbeits
romcs Racy et By Vo1 14k9-10 Sound Grermay)

O Interchange Improvements
10 Pansing Stage By WS0OT)

.anm:u

Source: Snoqualmie Valley Hospital Website

As the Snoqualmie Valley Hospital expands, the Bellevue Community College has entered into a
partneship to develop a medical/higher education campus in east King County. This
partnership, announced publicly on August 1, 2007 will increase the number of individuals in
this region of east King County. The partnership will primarily be used by the gevetd of a
first-rate teaching institution in conjunction with the new hospital which will provide clinical
access for degree programs in nursing, health sciences, radiation and imaging sciences, medical
technology, and other programs that are needecirdht King County region.

Bellevue Community College, as of August 1, 2007 was still in negotiations with King County
regarding its desire to establish a satellite campus in this growing region.

Source: Bellevue Community College Website

T
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Appendix
Access and Improvements to Transportation

Due to eastbound commuters o®0 from Seattle and Bellevue encountering backups and
congestion at the SB8/Snoqualmie Parkway efamp (exit 25), the Washington Department of
Transportation has been workitimprove this interchange. This is part of a larger project that
has widened SR8 from 2 lanes to 4 lanes from Auburn to Issaquah. The-wrantproject has
not completely resolved the issue, however, it has been improved.

This project was complet in two phases. In the first phase, WSDOT crews installed an interim
signal at the-B0O/SR18 interchange and added temporary striping for an additional right turn
lane. This allowed the interchange to have one left turn lane and one right turnrathe
second phase of the project, WSDOT replaced the interim signal with a permanent fixture. The
off-ramp was widened to add a second left turn lane. Highway 18 was widened 99der |
adding a northbound lane to Snoqualmie Parkway for about 1000 fidet north of 490.

As of September 2007 the new left turn lane was opened, the paving- b8 \B& completed,

and permanent striping was added. This project will improve safety by reducing the likelihood
of collisions caused when traffic on the dxitcks up onto eastboun®0. Not only are vehicles

now able to move through the interchange more efficiently, but crews also constructed facilities
to treat highway rwoff, which will benefit salmon and other fish in nearby streams and rivers.

The folowing map illustrates the construction that has been done to the interchange:
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As of September 2007, WSDOT opened a newtigh lane from eastbounelD to SR18. The

paving on SRL8 and the eastbounedD off-ramp has been completed. This paving of the off
ramp widened the ramp so that there are now 2 left turn lanes as well as a right turn lane. A new
signal has also lem added at the interchange. The permanent striping was also added to the off
ramp.

Future Improvements

As of September 2007 the WSDOT was developing plans to widet8SR two lanes in each
direction between Issaquah and Hobart Road & IThe plas also include a rebuild of the |
90/SR18 interchange. Both of these improvements will aid the mobility and safety of the
corridor.

The WSDOT will focus its primary efforts on the widening e30, followed by the SR8
widening. Additional improvemés include extending truck climbing lands, realigning sharp
curves to improve driver sight distance and to help them safely maintain their speed, improving
fish passage at stream crossings, new drainage facilities, and improving accommodations for
wildlife crossings.

According to the Washington Department of Transportation, this project will have the following
benefits:

A Safetyi Reduce the likelihood of heaxh collisions by building a 5foot median to
divide opposing directions of traffic. Where the mtainous terrain and/or significant
environmental impacts make the addition of the full median too costly, WSDOT will use
median barriers to separate traffic.

A Congestion Relief An improved +90/SR18 interchange will enhance traffic flow in the
rapidly gowing area

A Environmenti This project will build drainage facilities to capture and clean highway
runoff and replace narrow culverts with wider culverts or bridges to help fish swim up
and down streams.

A Freight Mobility i SR-18 is an important regionand national truck route between
Eastern Washington and beyond and-Baa Airport and the Port of Tacoma. The
increased capacity of the highway will help keep freight moving.

The Nickel Funding Package passed by the 2003 Legislature provided $6 toitiomplete the
environmental review and preliminary design for th80ISR18 interchange. The Nickel
Funding Package provided revenue for 158 projects over-gedOperiod. The Package
includes a 5 cent per gallon gas tax increase, 15 percent ménegoss weight fees on heavy
trucks, and 0.3 percent increase in the sales tax on motor vehicles. Once/dlae périod and
the projects are completed, the taxes will expire.

However, the full project design and construction is currently unfundé&dinding and
uninterrupted work will both affect the completion dates of the project.

T
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The expansion of the-90/SR18 interchange is scheduled to be finished by 2012 and the
widening of SR18 should be complete by 2015. The following illustration shitnesconcept
plan for the finalized-B0/SR18 interchange:
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Appendix
Local and Regional Demographics

Snoqualmieis currently listed as the fastest growing community in the state of Washington.
According to the US Census the 2000 population of Snoqualmie was 1,631 with 632 households.
In the same year, 2000, according to the US Census, the median household ifmcome o
Snoqualmie was $52,697. This figure increased 42.6% to a 2006 median household income of
$75,284. Theneanhousehold income in this same year was $84,060.

The following graph illustrates the population growth of Snoqualmie since 2000:

Snoqualmie Population Trend
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Snoqualmie 1631 3416 4210 4785 5110 6345 7815 8600

Year

This rapid population increase of 427.3% from 2000 to the estimated 2007 level has increased
Snoqual mieds population rank in King County
ranked 168 in population size and the estimated 2@@pulation has given Snoqualmie thé"85
position among cities in King County.

In order to accommodate such population growth there has been rapid growth in the number of
housing units in Snoqualmie, primarily located as part of the Snoqualmie Ridg000n the

total number of housing units in Snoqualmie was 656. This number increased 341.6% to its
2006 total of 2,897 housing units. Supporting this growth were 330 issued building permits in
2006, and as of September 28, 2007 the number of permisl isss 284.

Sources: Office of Financial Management
U.S. Census
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2007 Primary/Secondary Market Demographics
The total estimated population in 2007

2007 2012 2007 HH | 2012 HH
Snoqualmie 11,135 | 15,323 4,176 5,799
North Bend 14,720 | 15,444 5,517 5,839
Fall City 8,389 | 10,708 3,158 4,081
Total 34,244 | 41,475 12,851 15,719

Source: Claritas, Inc.

Regional Population Growth

The population and number of households in other communities of eastern King County have not
all experiencd growth over the 200Q006 period, especially at the rate of the City of
Snoqualmie. The 2000 population of North Bend was 4,746, and the population of Fall City was
1,638. Although no future data for Fall City is available, the population of North Bend
decreased between 200@a006 1.2%, but is beginning to rise to its 2007 estimated population
of 4,705.

The population of these cities over the time period of 2000 through 2007 is as follows:

Average

2000 2001 2002 2003 2004 2005 2006 2007 | Growth
Snoqualmie 1631 3416 4210 4785 5110 6345 7815 8600 30.1%
North Bend 4746 4755 4735 4680 4660 4685 4690 4705 -0.1%
Issaquah 11212 12950 13790 15110 15510 17060 19570 24710 12.2%
Sammamish 34104 34560 34660 35930 36620 39860 40360 40560 2.5%

Source: Office of Financial Management

The distance between Snoqualmie and these cities is found below:
A Snoqualmie to Sammamighl5.3 miles
A Snoqualmie to Issaquahl2.4 miles
A Snoqualmie to North Berid3.2 miles

Source: Google Maps
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Appendix

Questionnairei Quantitative Study

SNOQUALM IE RIDGE
RETAIL MIX
QUESTIONNAIRE
OCTOBER 2007

I
V15

SAMPLE FRAME
Survey of head of the household who is the primary shopper in the following cities/areas:
Snoqualmie Ridge
Snoqualmie
North Bend
Fall City

Quotai n =300 completed interviews
1007 Residents of Snoqualmie Ridge
1007 Residents of Snoqualmie
1007 Residents of North Bend and Fall City

Hello, my name is , and | am calling from Hebert Research. We are conducting a very important research
project about retail and nenetail ®rvice available in the Snoqualmie Valley. The purpose is to identify the types of
retail and norretail services that are needed to support the growth and demand within the Snoqualmie Valley. May
| speak with the head of the household who is the prins&igpper? [IF HANDED OFF TO HEAD OF
HOUSEHOLD, REINTRODUCE YOURSELF]

This call is for research purposes only and does not involve sales of any kind. May | please ask you some
guestions? Thank yo(i= NO, THANK AND TERMINATE]

CL1. Are you currently eesident of one of the following areas: City of Snoqualmie, Snoqualmie Ridge, North Bend,
Fall City?

1. YES

2. NO[THANK AND TERMINATE]

3. DONO6T KNOW/ HERRIEYETBIEN THANK AND TERMINATE]

C2. Which of the areas are you a residen{READ]
1. Snoqualmigé Old Snoqualmie/NofRidge Resident
2. Snogualmie Ridge
3. Fall City
4. North Bend

1. How many times in the last six months did you visit the retail center located on Center Blvd of Snoqualmie
Ridge? [IF THEY CANNOT REMEMBER ASK FOR THEIR CLOSEST APPROXIMATION]
[RECORD NUMBER]

T
HEBERT RESEARCH, INC. (425) a&37 Snoqualmie RidgedRezone Retail Mix pag®6
Prepared by Andrew Steinbrecher



2. The City of Snoqualmie is planning to add to the current retail. There are a few different options for the
location, however, none of these options can be located in the current retail center because of tenant
capacity. Now | would like you tthink of the types of merchants that are needed to compliment the
current retail and neretail service mix, as well as those that would enhance your shopping experience. |
am going to name specific types of merchants and | would like you to rate t@m&0thow necessary it is
to add each type of merchant, with O meaning Anot n
mer chant typeo

1. Auto service/suppliet such as oil & lube and auto detailing

2. Sporting Goods/Outdoor Recreation Store such as Rtkedormer Warshalls

3. Lawn and Garden store including Nursery such as Ravenna Gardens

4. Full Service Drug Store such as Bartell ds or Wa
5. Pri mary grocery store such as Trader Joebs or L
6.

Outdoor adventure and guide services such asflydéahing, kayak trips, river rafting, hiking,

and rock and mountain climbing

7. Office Supplies store such as Staples or Office Depot

8. Electronics/Technology store such as Magnolid-Hi

9. Specialty goods and foods store such as wine, chocolate, and cheese

10. Book store such as Half Priced Books or Third Place Books

11. Local Bakery similar to the Poulsbo Bakery

12. Pet Boarding and Grooming

13. Farm and equestrian store such as the Grange

4. Family restaurant such as Red Robin, Applebeebs
15. Breakfast Diner

16. Programs such as those offered by the Boys and Girls Club for grade school through high school
aged children. These could include athletics, computers, computer games, and programs in the
arts.

3. I now would like you to measure the importance of the followingatées that would cause you to shop at
Snoqualmie RidgeonaD0 scal e where 0 means finot i mportanto a
1. Competitive pricing of merchandise compared to alternatives
2. Ability to shop and buy locally

4. One opportunity to enhantke region is to add a boutique hotel. A boutique hotel isH080suite hotel
that typically has a unique theme. This hotel would be used during the week by businesspeople and
corporate meeting and retreats. This hotel would also provide a morevécatiernative to the Salish

Lodge for visitors and local residents in the area. Using ascale fio® O wher e 0 i s fAnot i mp
10 is Avery importanto how i mportant is it to add a
5. Using the same-Q0 scale whereOenans finot i mportanto and 10 is fivery

include retail shops and restaurants on the ground level of the hotel?

6. UsingaB®l 0 scale where 0 means fAhighly unlikelyodo and 1
would be addd, how likely would you be to use the facility for the following reasons:

Weddings

Family Reunions

Birthday parties

Local vacation for pool use

Business meetings

arONE

| just have a few more questions regarding the proposed retail and how it relates todheata@ of
Snoqualmie Valley.

7. What are other types of retail and a@tail services that have not been mentioned but would cause you to
begin shopping or shop more frequently at Snoqualmie RiflRECORD VERBATIM]
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8. Onascale fromQ0 whereOmearfsvery unli kel yo and 10 means fdAvery |
to use the new retail at Snoqualmie Ridge rather than your current alternative?

9. Onascalefrom@ 0 where 0O means fAno i mprovemento and 10 me
you thinkthe new retail center will enhance the overall shopping experience in Snoqualmie Ridge?

The final questions | have are for demographic purposes only.
10. In what year were you born if@ODE 9999 FOR REFUSED]

11. What is your current marital statfREAD]
1. Sinde without dependent children (includes separated, divorced and widowed)
2. Single with dependent children (includes separated, divorced and widowed)
3. Married without dependent children (or in committed relationship/have domestic partner)
4. Married with dependedrchildren (or in committed relationship/have domestic partner)
5. Refused

12. In which of the following categories is your annual household incdREAD LIST]
Under $49,999

$50,000 to $74,999

$75,000 to $99,999

$100,000 to $149,999

$150,000 to $199,999

$200,00 to $249,999

$250,000 or more

NogakwpdhrE

Thank you very much for your time

13. Postcode Gender

1. Male
2. Female
T
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Appendix

Moderators Outlinel Qualitative Study

B
Primary Market i October 2, 2007

INTRO
1. Let ds i nt r eidcludeémmediate family,\ermpioymentcet

2. When was the last time you were at the retail center of Snoqualmie Ridge? How often are you there? What do
you usually go for? Shopping? Restaurants? Services?

3. Whatdés your gener al perception of SnoofithexdrrentretailRi d ge ?
section on Center Blvd?

4. What do you think of the current selection of retail and-regail services on Snoqualmie Ridge?

5. What are some other areas that you like to shop? Issaquah? Bellevue/Bellevue Square? What draws you to
these areas? Enjoyment of going somewhere other than the Ridge? Convenience on your commute from work?
Selection of stores?

6. Have you ever been to one of the Thriftway grocery stores? Such as Lakemont Thriftway or Queen Anne
Thriftway. Whatdoyoutmk of t hi s concept of grocer y[Tnstt or e? Wh a
extract: If the IGA were a full service primary grocery store would you use it?]

The City of Snoqualmie and its merchants would like to gain a better understanding of wibatimew ni t y 6 s
perception is of the retail center. This research will help understand what consumers like about the retail center, and
what types of retail and nemretail businesses could be added to enhance the shopping experience of Snoqualmie
Ridge.

7. What do you like most about the retail available on Snoqualmie Ridge? Do you like the location on the Ridge
for this retail center as opposed to within Historic Shoqualmie? What do you think of its accessibility?

8. Which merchants do you use the most frediy@nWhat do you like about these particular merchants?
9. What is your primary motivation to shop at the retail center of Snoqualmie Ridge?

10. When do you typically shop or use the services at Snoqualmie Ridge? On the weekend? When you are already
in town for another need? Passing by to or from work?

11. What, if anything would you like to see changed about the retail at Snoqualmie Ridge? Do you think that others
do not use the facilities for any particular reason? Do you think a greater selectionlwdmteend stores
would bring more people to the area?

12. What are some of the stores or services that you think might be missing?

|l &m now going to read a |list of types of merchants that
Pleasendicate which types you think are most important.

1. Auto service/supplies detailing, oil & lube, etc.

2. Family entertainment options

3. Outdoor Recreation store

4. Outdoor activity/adventure services
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13.

14.

15.

16.

17.

18.

Lawn/Garden storé including nursery

Drug store

Sporting goodstore

Snowmobile, motorcycle, ATV dealer

. Building Supplies/Hardware store

10. Office Supplies store

11. Electronics/Technology stoiei.e. Magnolia HiFI

12. Specialty Goods and Foods.e. gourmet chocolate, specialty wines, ethnic goods

©CoNoO

If this retail center werto be located across Snoqualmie Parkway, would you feel comfortable crossing the
parkway on foot? What could be done to increase your sense of safety? Would you consider driving across the
parkway? What types of things would entice you to utilize bethilrvillages?

Where do you currently shop for any of these items or services? Would you use them if they were located on
the Ridge? If not, why?

Do you think the addition of specific stores would attract individuals from outside communities?
What ae some specific merchants or services that you would like to see added to the Ridge?

What else might attract you or other individuals to this retail center? Parades? Festivals? Street fair? What
other entertainment could help enhance the retail?

Do you currently use the grocery store on the Ridge? Do you use it for your primary needs or as a secondary
grocery store? What is your perception of the store? What do you think of the selection of goods?

BOUTIQUE HOTEL

19.

20.

21.

22.

23.

24,

25.

Have you ever been to the Salisbdge? What are your perceptions of this resort?

Have you ever been to Suncadia? Have you ever stayed at the hotel located at the resort? This hotel is
considered a boutique hotel. A boutique hotel is typically a smaller hotel withG0ooms and ipresents an
environment that is more intimate, luxurious, and unique to the surrounding region. These hotels are known for
the service and experience they provide the customer. They also provide opportunities for businesses and
corporations to host conmttons and retreats.

Do you think that a boutique hotel would enhance the Snoqualmie Ridge? Would you like to see other options
for guests that may be more affordable compared to the Salish Lodge?

A hotel such as this would contain-800 rooms. Woulgou use this as an option for friends and family that
are visiting the area?

The hotel would also be able to have other options that could enhance the community. Some of these options
would include a restaurant with breakfast, lunch, and dinner. Whatdtya restaurant would you like to see in
the hotel?

The hotel could also be used for banquets, weddings, family events and parties, and business conferences.
What are some of the events for which you could see the hotel being used? Discuss ninliégso&sithe
area.

What would be the ideal location for the hotel?
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